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SIGGEST DRIVE — 
EVER’ LAUNCHED | 
FOR NEW YEAST 


Fleischmann Tells World af 
XR’s Features | 


New York, Oct. 4.—In what is 
aimed to be “the greatest health 
yivertising campaign ever launched 
in America,” Standard Brands, Inc., 
s introducing a new kind of yeast 


ake, extra rapid and containing 
four Vitamins, known as XR. 
The first magazine copy is a 


spread in the Saturday Evening Post 
week placed by J. Walter 
fhompson Company. The magazine 
vhedule ineludes 26 national pub- 
cations, in Which the’ two-page 
spread will be followed by full pages. 
176 cities, 


this 


In a total of 283 im- 
yortant daily newspapers will be 


sed. This copy, as well as the mag- 
ine advertising, is designed to 


answer all the questions the average 


person Will want to know about the 
nw Fleischmann’s yeast. 
The story of XR (extra rapid) 


east will also be told over the 54 
radio stations featuring the Fleisch- 
J. raction, awhich-has be cman 
the air five years, and which is built 
wound Rudy Vallee. 


Much Dealer Material 


Titi) 


Dealer tie-up materials for adver- 
ising in these three mediums in- 
lude window posters, a hanging 
‘ign, a new yeast pan card, a new 
sumer prospectus and a new 
ittal package display. 

Introduction of the product marks 
the 100th anniversary of the birth 
i Nov. 3, 1834, of Charles Fleisch- 
in, founder of the yeast industry 
i America. From the small tube 
live yeast plants he brought from 
rope in 1868 have grown “enough 


fill 11 Empire State Buildings 
wid” and from his company has 
‘oWn the present world-wide or- 
tthization. | 


The initial copy features Dr. R. E. 
** director of Fleischmann Health 
“search. who announces the dis- 
Very of the quicker acting yeast. 
lo facts about XR yeast stressed 


Sinclair Tosses a 


Brickbat at Radio 


Washington, D. C., Oct. 4.— 
Declaring radio_ conditions 
“constitute a national scandal 
and disgrace” and that “if 
those who pay for advertising 
knew how many sets are si- 
lent, they would reduce their 
subsidy of buncombe and rub- 
bish,” Upton Sinclair, author 
and Democratic candidate for 
governor of California, has 
written the Federal Commu- 
nication Commission favoring 
legislation giving non-commer- 
cial programs a definite per- 
centage of radio facilities. 

The letter, which has been 
placed in the record, declared: 

“If present methods are al- 
lowed to continue for another 
ten years we shall have the 
most depraved and vulgarized 
people in the world. 

“My own opinion of the ra- 
dio is demonstrated by the 
fact that | gave my set away 
a couple of years ago. 

“If those who pay for ad- 
vertising knew how many sets 
are silent, they would reduce 
their subsidy of buncombe 
and rubbish.” 

Which proves that Mr. Sin- 
clair is himself guilty of en- 
larging radio’s “subsidy of 
buncombe and rubbish.” He, 

\ ‘or Ais supporters, contribvtes. 
$664 to three California sta- 
tions for time charges during 
his gubernatorial campaign. 


SYRACUSE GETS 


FIRST COPY ON 
FROSTED FOODS 


Company Gains 25% Dis- 
tribution in Gity 


went up during the past week on the 
first newspaper advertising campaign 


HOPE TO LIFT 


RETAIL BURDEN 
BY ADVERTISING 


Hit at Returned Goods in 
Boston Campaign 


Boston, Oct. 4.—The_ re- 
turned goods problem, said to impose 
a burden of many millions of dollars 
yearly on department stores and 
other retail outlets, is to be attacked 
with paid advertising by the Con- 
sumers’ Councils of Massachusetts. 
Radio, newspapers, speakers, 
mail and publicity will be brought 
into play in an effort to reduce this 
incubus on the country’s distribution 
system. 


Mass., 


The campaign, being placed by the 
Stoddard Sampson Company, of this 
city, will also make use of a series 
of four folders, which are to be dis- 
tributed by retailers. Both the Bos- 
ton Retail Trade Board and the Bos- 
ton Better Business Bureau are co- 
operating in the campaign in an ad- 
visory capacity. 

All advertising will be signed by 
the Consumers’ Councils of Massa- 
chusetts in order to give weight to 


the thought that th: comsumer him 


self bears the heavy costs involved 
in the return of goods and profits as 
the evil is eliminated or reduced. 

Mrs. Edward M. Cox, assistant to 
the state director of NRA, acting as 
spokesman for the Consumers’ Coun- 
cils, explained that in Massachusetts 
alone about $50,000,000 worth of mer- 
chandise returned to stores after 
being purchased, the of extra 
deliveries and other operations 
amounting to $12,000,000. The na- 
tional bill for this extravagance is 
placed at $300,000,000 a year. 

“We hope to educate women to the 
fact that this waste can be elimin- 
ated,” said Mrs. Cox, “and also to 
prove to retailers that consumers are 
ready to make savings if the stores 
will do their part.” 

The study made by Stoddard 
Sampson Company and others indi- 
cates that about half of the returns 

(Continued on Page 29) 


is 


cost 


direct 


Advertisers Rush to 


~ BatWith Tie-Up Copy 


On Baseball Classic 


‘Ford Garners Major 


| St. Louis, Mo., Oct. 4.—Though St. 
| Louis baseball fans are supposed to 
|be so inured to winning ball clubs 
| that they vie with those of Cincinnati 
vin staying away from games, at least 
‘during the regular season, current 
| advertising indicates that this 
| probably a calumny. 

Baseball copy dominated the public 
prints this week as the Cards opened 
the series at Detroit, and few indeed 
were the retail advertisers who were 


| their copy a baseball slant. 

One of the most interesting side- 
j}lights, however, concerns Sam Brea- 
don, owner of the Cardinals, who has 
been reported from time to time as 
anxious to dispose of his baseball 
chattels. While Mr. Breadon may 
have changed his mind, as the result 
of the club’s unexpected arrival at 
first place in the National League 
standings, it was made evident that 
he will not devote all of his efforts 
to hasebak. 

Mr. Breadon, who, as head of the 
Western Automobile Company, has 
been a prominent car dealer in St. 
Louis, has changed his brand, and 
henceforth will merchandise the Ford 
car exclusively. Whether this is due 
to the Ford sponsorship of the world 
series is not known. Mr. Breadon 
heretofore has sold one of the high 
price cars. Ford dealers of St. Louis 
welcomed him into their ranks with 
a full page advertisement. 

General Foods Corporation prob- 
ably stole the world series spotlight 
from the advertising viewpoint, with 
no a personage than Jerome 
“Dizzy” Dean taking the air Wednes- 
|day night in behalf of Grape-Nuts to 
tell Commander Byrd and his fellow 


less 


adventurers at Little America just 
how he won the first game of the 
series. Whether Mr. Dean followed 


his script is not known. At any rate, 


(Continued on Page 29) 


able to resist the temptation to give | 


Share of Glory, But 


Others Also Do Fairly Well 


| Detroit, Mich., Oct. 4.—National 
_and local advertisers, seizing the op- 
| portunity to capitalize on the un- 
| bridled enthusiasm of local baseball 


| fans, engendered by the Tigers’ Amer- 
/ican League victory, are effecting all 


is | 


| 


Big league pitchers Ene w tha! powers no 
enough The important! thing is te. eniro! 
that power particularly in tight situabons 
where you've got to bear down to win 


e ——- Tn 
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Ranging from 660 to 1,120 lines, 

this newspaper advertisement tying 

up with the World's Series ap- 

peared throughout the country 

last Sunday, and is due for a re- 
peat this Sunday. 


| 

| kinds of tie-ups with the World's 
Series here and are drawing all kinds 
| of morals from the contest. In addi- 
| tion to the usual mediums, such de- 
| vices as advertising searchlights and 
lighter-than-air craft and _ planes 
/equipped with neon flashes have been 
| brought into play. 

Eager to get the latest on the activ- 
| ities, likes, dislikes and peculiarities 
‘of each and every player on the home 
team, the fans seerch the newspapers 
for every sign ©. baseball news and 


m that it corrects constipation, in- of the Frosted Food Sales Corpora- e publicity. Consequently, advertisers 
lgestion, bad jes and aie ‘joie tion telling Syracuse housewives ina ast in te ews as es are confident that any copy, in any 
nditi 7 on : 7 . |one and a half-page spread in three u way tied in with the series activities, 
idition much faster than before pores fae aiid 

nd th eee ae , Sine . | papers about the wonders of “the| will be read. 

“that it is “amazingly rich in 


None-like substances.” 


Still Good for Baking 


7 
Hulrteen 


| foods that make time stand still’’— 
stand still from the time they 
“Subjected to a quick-freeze. 


Several of the larger oil companies, 


Vick to Distribute 25,000,000 Kits such as Shell Petroleum and Sun Oil, 


New York, Oct. 5.—In connection with a campaign launched this week | paye demonstrated their desire to 
Vick Chemical Company will distribute 25 


are 


5,000,000 sample kits of its four | panjtali, P ; , 
a a til | hi Seog > =r . . a cla . capitalize on the attention value of 
questions are asked in| je Aggy has hee n or. remedies. Most of the samples will be mailed to selected homes and the | paseball through the extensive use 

~ COM, ‘ rears r1ve ve 4 Ss :e 9oy, » » s p v : 

a 1 ty | pe pee pen taili “it : ae | Femainder will be distributed through druggists. of outdoor boards in addition to 
S Way. j ‘ iti t ay } ‘essary PF y s “dseve | . . . 4 ‘ Ps 

Way. in addition to amplifying | necessary for retailing saedigoe san The campaign, to continue until April, involves the use of 1,450 | newspapers. Typical of the gasoline 
“feature faets above noted, the | products has been so expensive that 


Y relates that the new yeast can 
“) In many cases of rheumatism 
ud of premature signs of aging, can 
“*Viate headaches from poisons in 
* blood and from nerve 
“help in dealing with colds by 


| 


“elng 


pressure | 


dailies, 1,000 weeklies, 50 magazines, NBC and CBS networks, poster, ; advertising was that of Sun Oil Com- 


car cards and dealer aids. pany which ran seven columns. The 
‘caption stated “The Tigers Have 
| Everything; so has Blue Sunoco.” 


United Air Lines Names J. Walter Thompson bs a vol 
~~ ‘rary. advertising manager, United Air Li .y,|The message on Shell's outdoor 
Harold Crary, advertising manager, United Air Lines eatin ae Une at 2 


‘hicag *. § 
Heretofore, the company has been | Chicago, Oct. 5. : ; F 7 : | boards, 
‘unable to offer the necessary low | today announced appointment of the Chicago office of J. Walter Thompson | 


| distribution was thin, in most cases 
{limited to the one leading grocer 
}each in cities along the Atlantic sea- 
| board and west to Pittsburgh. 

| 


‘ . 3 a | batter in action, is short and to the 
system of poisons and | temperature storage and display | Company to handle advertising. ‘point. “It’s a Hit,” the message as- 
‘ing vitamin A. case, running five to ten degrees | Newspapers and magazines will be used. sures. Standard Oil's ‘boards catfry 
‘Continued on Page 26) above zero, at less than $1,000. Just | eR out the company’s current “live 
-— recently the American Radiator To Eliminate Price-Fixing from Codes power” theme with a cartoon illustra- 
\elesegp eased has ceveoped ose costing Washington, D. C., Oct. 5.-A definite swing in NRA policy away | tion of a tiger, bat in hand and ar- 
bs ad « 9 2 j y , r¢ y . . ; ; v«€ r ; « . ; « , if P 
Directory of Features | less than $300, thus pane the WAY | trom price-fixing and production control and headed toward competition | rayed in a Detroit ball club uniform, 
Comin : 26 cor mare widespread distribution of in a free market was revealed by Donald Richberg today. completing a hefty swing. “Have / 
“te A agai een: 10 jthe quick-frosen foods. : As soon as reorganization of the NRA is completed, he intimated, { got tive power?” he says. 
Getting p ace ae 94 Furthermore, Frosted Foods Sei all codes will be reviewed with the idea of deleting or modifying price- Ford Uses Newspapers 
_, 9 Personal ........--- imerly was required to service these fixi : ‘ ; P eee’ ine with this policy 
: . ixing and production control clauses in line with this policy. Bs ' mee 2 
pormation for Advertisers. 21 cases from local warehouses. The : ; meni — ‘ ot motor een 4 spoil Lge 
Stographic Review of the “Vici 6 , ino hes , | its $100,000 investment in the series 
servicing is now being handled by . ° 
ion, Ree 1 Bis cos chee Hinze Ambrosia to Luckey Bowman “with 1,000-line newspaper copy anal- 
Rough Proofs ..........-+- 22 Syracuse is the first city where New York, Oct. 5.—The advertising account of Hinze Ambrosia, Inc., | yzing the control of power in the 
*lce of the Advertiser... .10 strong enough distribution of Birds-| maker of Ambrosia beauty products, has been placed with Luckey Bow- | Ford V-8 with that of the big league 
‘ m: Ine | pitchers. Under the caption “Control 
a (Continued on Page 31) man, Ine. 
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of Power,” copy proclaims that “big 
league pitchers know that power is| 
not enough. The important thing is 
to control that power—particularly 
in tight situations where you've got} 
to bear down to win.” 

Several advertisers, capitalizing on 
milling crowds which pack the down- | 
town district, employed a_ giant 
searchlight with a 400-million candle- 
power beam to flash its messages on | 
the sides of Detroit’s most lofty build- | 
ings. Among other unusual mediums | 
being employed is a Goodyear Zep- | 
plin, carrying a neon message and |} 
greetings to the Tigers from the} 
Cunningham Drug Company. Al 
number of drug products, such as/| 
Dr. West’s tooth brushes, Calox tooth | 
powder, Listerine, Kelpamalt and La | 
Palina Cigars were advertised with | 
the greetings. 


| 
} 


Joins Merrill Kramer 

James F. Hollingsworth, former 
advertising production manager of 
W. R. C. Smith Publishing Company, 
Atlanta, has taken charge of the di- 
rect mail and sales promotion de- 
partments at Merrill Kramer, Inc., 
Memphis advertising agency. 


Changes Frequency 
Southerner Magazine, Atlanta, 
previously a monthly, will hereafter 
be published quarterly. The fall 
number appeared Oct. 1. Architec- 
tural South, published by the same 
company, is also a quarterly. 
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General Foods Expands 
Radio Advertising 


A new fall and winter half-hour 
program starring Lanny Ross, of 
movie and Maxwell House Show 
Boat fame, as master of ceremonies 
will be launched Wednesday evening 
on behalf of Log Cabin syrup, ac- 
cording to C. G. Mortimer, in charge 
ot Log Cabin advertising for Gen- 
eral Foods. 

The following evening starts the 
third successive year of Cap’n Henry 
and his showboat, a feature of the 
anniversary broadcast being a mes- 
sage from C. M. Chester, General 
Foods president, and repeat  per- 
formances of hit songs and orchestra 
numbers of the previous two years, 
according to A. O. McGinnis, in 
charge of Maxwell House sales. 

The Log Cabin program will go 
NBC net- 
work originating in WJZ. The cof- 
fee program, it is stated, will utilize 
50 NBC stations. 


Represents Winston 


The Leonard F. Winston Company, 
radio advertising and program serv- 
ice, New York, has named Paul Shul- 
man, Perth Amboy, as its New Jer- 
sey representative. 


Butcher Joins Agency 
Blayne R. Butcher, who has been 
with WCAU, Philadelphia, as night 
supervisor of production, has joined 
Lennen & Mitchell as production 
man in the radio department. 


COLLINS TAKES 
LUSTY SWAT AT 
AGENCY SERVICE 


Retailers’ Crying Needs Un- 
heeded, He Says 


| New York, Oct. 4.—A_ trenchant 
|criticism of advertising agency serv- 
ice, with special stress on the 
agency's absorption in matters such 
as the Tugwell bill, the NRA codes 
and house agencies, and failure to 
use its implements to the best ad- 
vantage in moving retail stocks, was 
uttered this week by Kenneth Col- 
lins, assistant to the president of 
Gimbel Brothers, in a public forum 
on marketing problems at Pace In- 
stitute. 


Mr. Collins said that “what the re- 
tailer is crying for is a series of ad- 
vertising campaigns which are based 
upon a method of cooperation be- 
tween the manufacturer and retailer, 
which means that twice a year or 
four times a year, or once a year, 


% 
t OF ATLANTIC SUBSCRIBERS 


ARE UNDER AQ YEARS OF AGE 


Is giving consideration to The Atlantic Monthly 


under. 


can offer. 


and in future space 


LOS ANGELES * 


as an advertising medium you perhaps have held the 
belief that a comparatively small percentage of its cir- 
culation is read by young people. 


Here are the facts. 40% of its subscribers are under 
forty years of age. Over 23% are thirty years of age or 


Here you havea publication with more than 100,000 
circulation offering an amazing balance between age 
groups. The Atlantic gives you young people who 
are planning new homes, who are at the point of 
making major lifetime purchases. It gives you per- 
haps the most distinguished group of men and women 
in the higher income brackets that any publication 


At $420 a page, judge it by any yard stick you wish, 
The Atlantic is a duy. A growing appreciation of the 
opportunities which it offers has resulted in sharp 
increases in Atlantic’s advertising lineage for this year 


reservations. We repeat — with 


The Atlantic Monthly you can reach more impor- 
tant people for less money. 


“Atlantic Monthly 


Y 
<j MOST QUOTED PERIODICAL IN AMERICA 


SAN FRANCISCO 


CONTEST RESULTS IN UNUSUAL DISPLAYS 
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Mass display installed in a Birmingham, Ala., grocery recently as a 

result of a display contest conducted by Buffalo Rock Company, 

The contest and the resultant store and window displays almost 
doubled sales. 


there is some price concession made 
to the retailer or some style show 
given him, or some other dramatic 
method of presentation loaned him, 
or some cooperation rendered in the 
way of superior selling help.” 

He started his discussion by com- 
menting on the tendency of manu- 
facturers to make additional articles 
either similar or foreign to their 
regular lines and admitted that while 
this apparently serves no good in 
itself, advertising is the only means 
known to convert it, otherwise an 
evil, into benefits of increased con- 
sumption and employment. 


Just an Excuse 


The only real purpose served by 
the Tugwell bill, which broke of its 
own weight, and codes and house 
agency discussions, he said, “was to 
provide good defensive material for 
advertising men who are not doing 
a successful, positive job.” 

“The real trouble with most na- 
tional advertising,’ he charged, “is 
that it doesn’t produce results. I 
find in the average advertising 
agency it’s regarded as a sort of first 
cousin of one of the fine arts. Its 
reasoning begins with drawing 
boards and pictures and typography. 
It forgets the psychology of the two 
classes of people it has to sell—first, 
the retailer, and second, the con- 
sumer.” 

As to the retailer, Mr. Collins al- 
leged that the advertising agency 
does nothing. He said that the re- 
tailer should get first consideration, 
for if the goods are not carried on 
his shelves, there is no very direct 
method of getting them into the 
hands of the ultimate consumer. He 
charged that in his nine years in 
the retail business, during which he 
has had to do with the selling of 
many hundreds of millions of dollars 
worth of goods, he has had only 
“three or four constructive contacts” 
with advertising agencies. 

Mr. Collings warned against being 
misled by “lovely charts” which put 
the name of the retailer at one side 
and on the other, all the things be- 
ing done to help him: dealer aids, 
direct mail, national advertising, 
radio appeals, merchandise depart- 
ments, sales experts, ete. 


Continuous Pepping Up Needed 


Every retail establishment in 
America has one paramount problem, 
he declared. This is periodically 
promoting the business by some type 
of sale, dramatization of merchan- 


dise, or other method that will gal- 
vanize the personnel of the store into 


=== 
———= 


fresh activity and make the public 
conscious of some new development. 

“The retailer has _ traditionally 
recognized the fact that an orgap 
ization with from one to five thoy 
sand people needs to be stirred y 
every few days or every few weeks 
by change, by unusual selling meth. 
ods, by different physical appearance, 
Unless the advertising agent, acting 
as an entrepreneur for the manufac 
turer, can help along these lines, he 
fails to get more than luke-warm co- 
operation from the retailer.” ak, 

The psychology of the secondiimm 
group, the consumer, is simple, be 
ginning and ending with the pocket 
book. All talk about trying to create 
wants and desires, he declared, is for 
the most part poppycock, for every- 
one has them. 

Mr. Collins, in conclusion, took a 
final shot at agency service by as 
serting that he is “convinced that 
the average advertising campaign te 
day is just running up digtribution 
costs” and by including some adver 
tising men in a general condemna 
tion of those “snipers” who shoot at 
recovery efforts without offering con 
structive help which would be best 
attained by going back to the “fun 
damentals of selling.” 


Women to Address 
Ad Club Course 


Among speakers for the sixth an 
nual advertising course of the Adver 
tising Women of New York, Ine. 
starting Oct. 22 will be Catherine E 
Cleveland, consumer consultant, Cot 
ton Textile Institute; Janet Mae 
Rorie, censor, commercial programs 
National Broadcasting Company; 
Pauline Mandigo, president, Phoenl 
News Publicity Service; 

Helen Rockey, assistant manager 
advertising bureau, Consolidated Ga! 
Company of New York; Helen Slater 
copywriter, N. W. Ayer & Son; Joh 
Sterling, vice-president in charge 4 
advertising, McCall Company; 42 
William A. Thompson, director, Bu 
reau of Advertising, A.N.P.A. 


Select Best Ad 
in September “Post 


The Association of Advertising 
Men, composed of younger men 
advertising, chose the Sept. 8 past 
of Libbey-Owens-Ford Glass Company 
as the “best all around advertisement 
in the Saturday Evening Post during 
September.” Heading of the copys 
by United States Advertising Agent’ 
Toledo, was “Daddy’s Gone 4’ Hunt 
ing—to Buy a New Automobile. : 

Members will choose the best nit 
vertisements from some other i oe 
cation in October. Only full pas 
copy is considered. 
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ADVERTISING AGE 


October § 


PERFECT HEAVY 
CAMPAIGN FOR 


STERLING LINE 


New York, Oct. 4 Prod- 
Ine., one of the largest manutac- 
turers of packaged medicines, through 


Sterling 


vets, 


ts advertising agency, the Thompson- 
of Cincinnati, Ohio, 
plans for extensive 
fall and winter newspaper campaigns 
for its products, including Bayer As 
pirin, Phillips’ Milk Magnesia, 
Phillips’ Dental Magnesia, California 
Syrup of Figs, Dr. Caldwell’s Syrup 
Pepsin, and Midol. Magazines and 
radio will used for items 
Javer Aspirin 
for approximately 1,200 
In addition, hi 
large magazine schedule and spon- 


Koch Company 


announced 


at 


be some 


The campaign is 
cheduled 
newspapers juve is 
a 
sors radio programs on both national 
networks. 
Phillips’ 


have 


Milk will 
more 
to its 


cam- 


Magnesia 
a newspaper schedule in 
200 markets in addition 
magazine and radio 


of 


than 

extensive 

paigns. 
Phillips’ Tooth 


Dental Magnesia 


INDIANA CROP PRODUCTION VALUE 


mw SLE CUZ LL | 


i i 


has radio and 


campaigns under way. 


paste also 


Complete Tests 


Fletcher’s Castoria, another 


has just completed newspaper 
campaigns in a number of 
cities. In addition to extensive maga 
zine schedules, Fletcher's Castoria 
has undertaken an ambitious radio 
campaign in the sponsorship of Roxy 
and his gang on a coast-to 
coast hook-up. Three local radic 
program tests are now in progress. 
Maxwell R. Holt, advertising man- 
ager for the Pepsin Syrup Company, 
has announced that result of 
newspaper test cam- 
Caldwell’s Syrup Pepsin 
season advertised na- 
metropolitan and small 
totaling approximately 


test 


weekly 


as the 
successful 
paign Dr. 
will this 
tionally in 
town papers 
3,500, 


a 


be 


Window display material tving up 
with this campaign is now being sent 
to druggists from the company’s of- 
fice at Monticello, Ill. 

California Syrup of Figs, another 
Sterling product, will use newspapers 
in more than 200 zones for its fall 
and winter advertising messages. 


J. E. Wickes, manager of General 
Drug Company, manufacturers of 
Midol, a Sterling product, has an 


nounced a new advertising campaign 


SAYS U.S. DEPARTMENT 


OF AGRICULTURE 


@ Facts show that Indiana, today, is one 
of the "bright spots" for advertisers in 


search of profitable markets. 


A 69°/, increase in the value of 1934 
crop production indicates that farmers 
in this fortunate territory will have more 
money available this fall and winter than 
at any time during the past three years. 


In the Indianapolis Radius—which con- 
tains 56 out of the 92 counties in the 
state—lies the major portion of this ad- 
If you are not 
selling this great central Indiana market 


ditional buying power. 


—go after it hard—now—and 


share of the extra money — for today 
Indiana folks have the money to spend. 


Fortunately for advertisers, this is an 
economical market to cover . . . one 
newspaper, The News, does the job... 


ALONE. 


THE INDIANAPOLIS NEWS 


magazine 


Sterl- 
ing product, Harold B. Thomas, sales 
and advertising manager, explained, 


large 


in newspapers, magazines and car 
cards. 

New seasonal campaigns have also 
been announced for Three-In-One Oil, 
Diamond Dyes and Tints, and other 


products in the Sterling group. 


Ferguson Starts Agency 
Neal Ferguson, formerly associated 
with Carey Snyder as representative 


of Texas weekly newspapers, has. 
opened the Ferguson Advertising 
Agency in the Allen Bldg., Dallas. 


New accounts are Dixie Motor Coach 
Corporation, Sunshine Bus _ Lines, 
Allied Auto Stores of Texas, 


ply. 


Sponsor Doughnut Spree 

The sixth annual October Dough- 
nut Month will be promoted by 200 
companies, J. H. Friedel, member of 
Doughnut Month Committee, told 
members of the Association of Adver- 
tising Men at a recent meeting. 
duction is steadily increasing, con- 
sumption being around = 12,000,000 
doughnuts a day for the United 
States. 

Manger to Rabe 

Arthur D. Rabe, Inc., New York, 
has been appointed advertising agen- 
cy for the Manger Hotels of New 
York, Chicago, Boston and Washing- 
ton. Newspaper, magazine and out- 
door mediums will be used. 


The value of 


get your 


In addition, 


Indiana's farm 
the highest point since 1930! 


gained $56,000,000 over the aver- 
age for the past three years! 


ind marketings of live stock will 
boost the total spendable income 
of Indiana farmers to a sum esti- 
mated at 50% to 60° over the 
three year average! 


* 


income is now at 


* 


crop production has 


* 


AAA Cash Benefits 
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SELLS THE INDIANAPOLIS RADIUS 


New York: 
Dan A. Carroll 
110 East 42nd Street 


Chicago: 
J. E. Lutz 
180 N. Michigan Ave. 


Vitalic | 
Battery and Babcock Bros. Auto Sup- | 


Pro- | 


THE TREND IN NEWSPAPER ADVERTISIN 
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TREND OF TOTAL NEWSPAPER ADVERTISING 
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‘DUMB GUY’ IS 
WISE GUY, LEO 
McGIVENA SAYS 


Stick to Business and Quit 
Worrying, He Urges 


Cincinnati, O., Oct. 3.- 
great times for dumb guys!” was the 
opening, terse statement of L. E. Me- 
Givena, manager of publicity of the 
New York News, addressing the Cin- 
cinnati Advertisers Club today. 

“Great times for men who don't 
know enough about the gold stand- 
ard, the profit motive, taxation, infla- 
tion, and all the economic bugaboos 
to be afraid,” he continued, “great 
times for men who know only enough 
to believe and try and keep working. 

“For while the Goliaths toss un- 
easy in their swivel chairs there are 
small Davids in the backyards of 
business trying out their slingshots 
and getting to be pretty good. 

“While many of the big men falter, 
a lot of the little ones are forging 
ahead. This country is never so poor 
that it isn’t selling, and there is 
always business worth working for. 
After this depression, as after every 
one, there will be new leaders who 
won their spurs in the dark days. 


A General Mix-Up 


“Not the least thing wrong with 
business in the past five vears has 
been the mental attitude of many of 
the men in business. Their politics, 
personal finances, blood pressure and 
indigestion are all mixed up with 
their business judgment. 

“The tonnage of unfilled orders for 
steel has little or no relation to your 
unfilled orders or mine. <A rise or 
decline in bank clearances makes my 
bank account neither decline’ nor 
rise. And the relation of carloadings 


to outgoing orders in your shipping | 


| department is very dim indeed. The 
/future status of the NRA is of far 
importance than the present 
status of our smallest customer.’ 
| “Now the dumb guy doesn’t know 
| enough to clutter up his daily calen- 
|} dar with all these abstruse considera- 
| tions and cautious calculations. He 

just goes ahead, trying to get all of 
| today's 


| less 


business he can get today. 
| He doesn’t Know enough to be scared 


lor stopped. 
NRA Wins Praise 


| “Many business men have” been 
jatfected by the NRA like a Chinaman 
| Whose grandfather has in- 
sulted,” Mr. MeGivena continued. 
“Prosperity prevails on the level of 
income of large when the 
gaintully emploved earn an amount 


been 


masses, 


Total and general advertising in newspapers in 52 cities from January 
1928 through August 1934, as measured by Media Records, Inc. 


-“These are | 


over and above the essential living 
| costs. The amount over and abovy 
| essential living costs means pros) 
\ity for the country, and makes th 
| non-essential industries, such a 
cigarettes, automobiles, radios, aut 
matic refrigerators, confectioneries 
etc., leading industries. 

“And to us as advertising mer 
must be included another tIncalcul 
able benefit. The NRA changed t! 
mood of this country. I am referrin 
not to the mood of the business me: 
but of the public, and the public 
mood is almost as important to busi 
ness as the public’s buying power 
'{n spite of grief, uncertainty, unem 
ployment, hardship and poor 
it is obvious that the publ 
feels far better than it did in 193 
|When people feel better, they buy 
|For one of the most impressive | 
| modern miracles, check the trade! 
| ports from the drouth area as cou 
| pared with those of six weeks ag 
and see what four weeks of rain lia 
done to public sentiment in these se 
tions’ and what public sentiment he 
done for business.” 


busi 
| ness, 


| 


New Agency Locates 
in Radio Cit 
The deGarmo-Kilborn Corporatio! 
agency specializing in merchandisilgg 
j}and selling by radio, has leased qua 
ters in the RCA Building, Rockefel 
|ler Center, New York, for 


immed 
ate occupancy. It was formerly 4 
10 


East 40th Street. 

Louis J. deGarmo, formerly will 
|Hirshon, Garfield and  deGarm@ 
heads the new company. Orson Kik 
horn is secretary and treasurer 


Bosco to K. & E. 
Kenyon ‘'& Eckhardt, Inc. 4~ 
| York, has been appointed by Williall 
|S. Scull Company, Camden, N. J 
to handle the advertising of Bose® 
a nationally distributed food proé 
uct sold through groceries and Us 
‘by dairies for chocolate milk making 
Plans will be made after 2 market 
analysis. 


New 
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ADVERTISING 
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COM'L PHOTOGRAPHY 
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LAYOUT AND LETTERING 


EE 
MEN'S FASHIONS AND —_—— 
PHOTO - RETOUCHING ——~ 


Dept. L. V., 116 S. Mich. Blyd., Chicag? 
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ATLAS PHOTO COPY, 
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ADVERTISEMENT . 
MEDIUM . .. . 


ADVERTISER. . 


ADVERTISED PRODUCTS . . 
ADVERTISING AGENCY .. . .- . 


COPY APPEAL 


-.: A TOTAL OF 219,134 
BOX TOPS IN THE FIRST 
EIGHT DAYS...AND 
EVERY TOP A SALE! 


This is the kind of advertising that goes out—gets in— 
stays in—brings orders in—starts buying habits—is mer- 
chandisable to the trade 


cleans grocers’ shelves—cleans 
consumers’ shelves—-causes trade re-orders—causes con- 
sumer re-sales—starts the sales machinery moving and then 
keeps it moving. Active advertising that builds sales—re- 
vitalizes sales morale 


makes advertising clients and ad- 
vertising agencies happy—sales getting and sales keeping 
advertising that percolates through the entire structure of 
a business leaving behind it a trail of “black ink”! 


We have searched the archives of advertising unsuccess- 
fully for a comparable sales result, and we believe that this 
is a world’s record not only for a half page advertisement. 
but for any advertisement of any size ever run in any 
medium—any TIME-—any WHERE: so may we repeat 


THE WINNER! AND A NEW WORLDS RECORD!! 


Being the story of this kind of a Sales Line... 
an advertisement... and an advertising medium 


One-half page 


Metropolitan Weekly Comics 
Circulation 5,567,357 


The Quaker Oats Company 
Puffed Wheat and Puffed Rice 


Fletcher and Ellis, Ine. 
Featuring Babe Ruth and offering 


Premiums in return for Box Tops 


Who is 
bold enough to measure the heart hold of Little 
Orphan Annie. 


But perhaps it isn't so surprising after all! 


.. The adventure loving audience of 
Tail Spin Tommy. . . The grip of Sidney Smith’s 
Gumps. .. The ingenious adolescent appeal of Harold 
Teen. .. The Jungle Terrors of Tarzan. .. The mirth 


of Moon Mullins. 


Of course, judicially minded media men say that one 
reason for these low cost sales successes is that there 
are no weak sisters in this list of newspapers, aggre- 


a surprisingly low rate and known as Metropolitan 
Weekly Comies: 


@ BALTIMORE SUN 
BOSTON GLOBE 


DETROIT NEWS 

NEW YORK NEWS 

BUFFALO TIMES PHILADELPHIA INQUIRER 
CHI-AGO TRIEUNE PITTSBURGH PRESS 
CLEVELAND PLAIN-DEALER ST. LOUIS GLOBE-DEMOCRAT 
WASHINGTON STAR 


If you want to be Serious about Comics—write, wire or telephone 


= 


(Superior 4242) 


etropolita 


CHICAGO 


135 N. Michigan Ave. 
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eekly 


NEW YORK 
220 East 12nd Street 
(MUrray Hill 2-1574) 
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Pre a aa eee Ss a eres nw “The effect of this policy is | zs 


trips through NBC studios, a mod- | ical about testimonials and overstate- 
New York Club |ern engraving plant, offices of a lead- ment. Women have tired, she as- 


° |ing women’s magazine and other ad-| serted, of reading “extravagant med- 
] Oo Hold Sixth |vertising centers. Helen Peffer is ical advertising,” adding that pic-| 


‘chairman of the education commit-| tures and color have special appeal 


Annual School tee of the club. to the woman reader. Advertising 
eaten Te ilaas directed to them should be specific 
eet tt and simple, she said. 
New York, Oct. 4.—The sixth an-| W. nts Board _ 
nual course in advertising sponsored | a Fancher, Jackson Start 
by Advertising Women of New York, T R | ° : 
nk Gah Saehe Wak: Shaki anciinne | O egu ate Agency in Memphis 
; ive lay ni The Fancher-Jacks Advertising 
on successive Monday nights for 20 The Fancher-Jackson 


” f | o : 
|Agenecy has been organized in 
weeks. As heretofor club has A d t ng . hie : 
" ' < = li . a me sno | ver sl Memphis, Tenn., handling car cards, 
Been suecnnAte hoes ag etre —— ” jee radio, magazines and direct mail. 
the best advertising brains in New The new agency was forme¢ 


York for lectures. | Boston, Mass., Oct. 4.—( eta °' | through the affiliation of A. P. Jack- 
Some of the speakers already|a board to regulate advertising WAS! son with the Fancher Advertising 
scheduled are John Sterling, vice-| recommended by Mrs. Anna Steese| Agency. New offices have been 


president, McCall Company; William | Richardson, director of the good citi-| opened in the Marx & Bensdort Bldg. 
A. Thomson, advertising bureau,|zenship bureau of Woman’s Home ee 4 
American Newspaper Publishers As-|Companion, who spoke at the Tues- Gets Cigars, Brewer 
sociation; Janet McRorie, censor} day lunchesn of the Boston Adver- Simons-Michelson Company, De- 
commercial programs, National] |tising Club. troit, has been appointed to handle a 
Broadcasting Company; Helen “I believe that if such a board) radio campaign in Michigan for the 
Rockey, Consolidated Gas Company | were created,” Mrs. Richardson said,| Pernard Schwartz Cigar Corporation, 
of New York, and Pauline Mendigo, | ‘the advertising business would clean | maker of R. G. Dun cigars. Schmidt 
Phoenix News Publicity Service. up its own affairs and the board! Brewing Company, Detroit, has ap- 
The first six Monday ‘evenings will | would have little to do.” The board | Pointed the same agency. 
cover a brief history of advertising, 
with its economic justification, anal- 


should comprise a dietitian, a psy- 


chologist, a physician and a chemist, M-K Barn Dance Back 


ysis of product and market, media,|in addition to advertising experts,| The gaged artag te bg 
eae : . p . Chi aker oO M-K Cole 
competition, selling force in copy,|she said. linton, i., m en e 
types of appeals, style, trad ks,| Mrs. Richardson's address had to|"emedy, and M-K Hquid’ rub, | will 
S appeals, style ‘ade-marks, Mrs. thards 8 & ‘ess hi = he , oe ps 
vE PI — diets — ane 2 : ‘ start its fall radio campaign Oct. 15, 
slogans, headlines, production, and|do with women’s reactions to adver- | 


,using daily announcements and a 
|quarter hour program on the WHO 
| Saturday night barn dance. 


illustration. tising, and she expressed the view 
The lectures will be reinforced by | that they are rapidly becoming cyn- 


= — ——— 


Thanks.Mr FoRBES| 


“BUSINESS IN CEDAR RAPIDS 
is GOOD" 


Last week in Advertising Age we said, "Business IS Good in Cedar Rapids,"" and pointed 
out the reasons why the 248,000 people in the Cedar Rapids area have money to spend in 
Cedar Rapids stores. Imagine our delight when the October Ist issue of Forbes magazine 
appeared, to learn that Cedar Rapids was listed as one of the ten "best" cities from a busi- 
ness standpoint. Concerning Cedar Rapids, Forbes says, "Business has been getting farther 
and farther away from last year's levels . 


ever since the last part of July." This 
is, of course, no news to Cedar Rapids 
merchants who, quick to see the situation, 
have placed more local advertising* in the 
Cedar Rapids Gazette than was carried 
by any other paper in the state. Take a 
tip from the local boys who know what 
is going on and schedule your message 
into this garden spot 
of lowa where the 
Gazette reaches 
99%, in the city, 
94°/, in the county, 
and 81°% in the 
ABC area. 


*Six and seven issue 
lowa dailies. 


Prime reason for good business in 
Cedar Rapids is the large payrolls 
and enormous purchases of agricul- 
tural products by the great food 
industries, some of which are pic- 
th... ' tured here. And farmers in this 
ge ce a favored area are getting more for 

their products than they have re- 


° (WILSON z CO.) ceived since 1926. 
“Blankets Iowa’s Richest Market’’ 


Cedur Rapids Guyette 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER COMPANY 
New York Chicago Detroit St. Louis 


NYSTROM HANGS 
OUT RED FLAG 


FOR MARKETERS 


Falling Birth Rate, Price- 
Fixing, Create Problems 


| Chieago, Oct. 5.—Danger signals 
\for marketers were hung out by Dr. 
|Paul Nystrom, professor of market- 
‘ing at Columbia University and pres- 
ident of the American Marketing So- 
ciety, in an address before a group 
of marketing executives at the 
Palmer House last night. They are 
planning the organization of a chap- 
ter of the A. M. S. in Chicago. 

Dr. Nystrom analyzed trends in 
consumer demand from the stand- 
point of the number of consumers, 
their buying power and changes in 
their wants and desires. 

“Recent conferences with the Bu- 
reau of the Census at Washington,’ 
said Dr. Nystrom, “have convinced 
me that the growth of population in 
the United States is slowing down 
at a much more rapid rate than has 
been suspected. Most of us have 
noted the decline in population in- 
creases which has been apparent 
through most of the decades of the 
past forty years, but now the de- 
crease in the population growth has 
advanced to a point which indicates 
that our population will reach its 
maximum much earlier than had 
been expected. 


150 Million Limit? 


“Our death rate has been reduced 
to about as low a point as it is ex- 
pected to reach for a long time, 
something like 11 per 1,000 of popu- 
lation per year. But our birth rate 
is declining very rapidly. It was 
36 per 1,060 per year forty years ago, 
and by 1930 had reached 18 per 
thousand—50 per cent of the former 
rate. Now the estimates of the Bu- 
|reau of the Census indicate that it 
has fallen to 15, and may go still 
‘lower. Of course, this may be a de- 
| pression phenomenon, but after all 
\it is in line with the general trend 
/toward reduced birth rates. 

“Business growth in the United 
|; States has been predicated = on 
{steady increases in population. The 
laverage business man, realizing that 
‘the number of consumers was grow- 
ing at a fairly rapid rate, had only 
to sit still in order to get a share 
of this certain increase in the con- 
sumption of, goods of all kinds. 
Many businesses were planned 
ahead on the basis of the expected 
increase in the number of consumers 
to be served. 

“Now business must take account 
of the fact that it can no longer rely 
for its expansion on this assured in- 
crease in population. Instead of a 
growth that would carry us to a 
population of 160,000,000, to be 
reached about 1960, we may find that 
our maximum is only 150,000,000, and 
that it will be stabilized as early 
as 1950 or before. 


Scores Price-Fixing 


“Since business expansion depends 
so much on the number of consum- 
ers to be served, marketers will have 
|to take note of these new trends in 
| population growth and be prepared 
\for changes of policy dependent on 
|them. We can hardly anticipate a 
}change in our national policy on im- 
migration which would offset to any 
‘marked extent the trend established 
by a declining birth rate.” 

In considering the purchasing 
power of consumers under today’s 
}conditions, Dr. Nystrom made a 
|frank criticism of the effect of price- 
| fixing under the codes of the NRA. 
|He is a member of the national re- 
tail code authority. 

“We have gone too far and too 
fast in the direction of price-fixing,” 
he asserted. “Instead of having per- 
haps half a dozen different types of 
price-fixing in half a dozen indus- 
tries, for experimental purposes, we 
have all forms of price-fixing in 150 
or more codes. 


shown by the rapid rise in the whole 
sale price index. It has risen a; 
much more rapid rate than th; 


é 


le ay 
erage income of workers. In othe, 
words, consumer buying powe; has 
failed to keep pace with risin 


prices, and the result is a decreas 
volume of business. 

“The trades which have attaine 
the power to fix prices under codes 
will probably resist vigorously th. 
efforts to eliminate’ them. 
though in most cases these industrie 
admit that they are not getting th 
desired volume of business. } 
building construction field is a not, 
ble example of the decline in yo! 
due to high prices of materia] 
high prices of labor.” 


eq 


even 


i De 


ime 
ind 


Changing Styles a Factor 


The speaker said that he belicyveg 
that building construction  cogt 
have increased 20 per cent under th: 
codes, as compared with pre-cods 
prices, basing his estimate on _ his 
own experience in building a hous 
in 1933. 

Dr. Nystrom analyzed = currep 
changes in consumer demand, re 
minding his audience that the pep 
dulum is constantly swinging ba¢ 
ind forth in the field of fashion, an 
‘arrying with it demand and loss 
demand for various classes of prod 
ucts. 

“For example,” he said, “we are 
now in a period during which th 
youth movement, if it can be gs 
called, has been very strongly d¢ 
veloped. Men and women have de. 
sired to look young and to retaip 
the appearance, dress and customs of 
youth. This is nothing new; we 
have had at least three such imové 
ments in the history of this country 

“The indications are that we ar 
approaching the end of this mov 
ment, and will, as in previous 
periods, turn toward the desire fo 
maturity and age as the representa 
tives of dignity, respect and hono 
If this comes about, there will be 
accompanying changes in _ styl 
Safety razors, for instance, would 
not flourish in a generation whi 
preferred that men be bearded.” 


” 


Requires Constant Study 


Dr. Nystrom suggested that fash 
ions should be studied from. the 
standpoint of the underlying psych 
logical, conditions which produc 
them, as these radical swings in 
style from one period to another cal 
thus be anticipated, at least to somé 
extent, as far as their effect on busi 
ness is concerned. 

“But don’t forget,’ he warned 
“that it is just as dangerous to be 
too far in advance of a new develo} 
ment as it is to trail behind it. The 
latter is usually far safer.” 

C. C. Chapelle, research counsel 
for Blackett-Sample-Hummert, Int 
Chicago advertising agency, was 
chairman of the meeting. Another 
dinner is planned for early in No 
vember, when it is hoped to form 4 
permanent organization of a chapter 
in the American Marketing Society 


“c ° ” ° 

Republican” Appoints 

Theis & Simpson Company, Ne® 
York, has been named national ad 
vertising representative of the Co 
lumbus, Ind., Evening Republican 
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Our Most 
| mportant 
| Announcement 


|Since 1929 


With the January 1935 issue, TOWER MAGAZINES 


takes the most important step since its first on sale 
a 


date, five years ago. The 429 line page will be 


increased to the 680 line page offering 58.5% 


greater visibility of the page with other units in 
*< 


their proportion. We firmly believe that this change 


will be enthusiastically welcomed by our readers 
® 


and therefore prove of greater service to our ad- 
Ld 


vertisers. The change itself is ample proof of our 
&S 


deep conviction. A number of two-color editorial 
& 


pages will be added, increasing immeasurably the 
a 


beauty and vivacity of presentation. The attrac- 
Ld 


tive rotogravure section is retained in full. There 
i 


will be no change in the editorial formula .. . 
& 


America’s greatest authors writing for each issue 
a 


of MYSTERY, HOME, NEW MOVIE, TOWER RADIO 


and SERENADE, with more speed, more sparkle, 


more drama. We are confident that this for- 
a 


ward step will receive the same thoughtful con- 
cs 


sideration which has been given Tower through- 
= 


out its five years of sound, steady progress. 
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October 6, jy» 


Further Changes Made 


on “Atlanta Journal” 


Following announcement of the 
appointment of George C. Biggers, 
formerly with Birmingham News and 
Age-Herald, as business manager of 
the Atlanta Journal, as published in 
ApvertTisinc AGre last week, John A. 
Rrice, general manager of the 
Journal, revealed a number of other 
changes in the paper's executive 
line-up. 

James R. Gray has been made vice- 
president and assistant general man- 
ager, and J. L. Williford has been 
advanced from assistant secretary- 
treasurer to secretary-treasurer. 
Inman Gray continues as vice-presi- 
dent. Joseph W. Archer is advertis- 
ing manager. 


— an Deion 


Lloyd C. Thomas has resigned as 


manager of local sales for the Na- 
tional Broadcasting Company to 
manage WROK, Rockford, IIL, con- 


trol of which he recently purchased. 
In commercial broadcasting since 
1923, he was once commercial man- 
ager of Westinghouse stations, in- 
cluding KDKA, KYW and WBZ. 


Discontinue Combination 

The Philadelphia Inquirer and the 
Philadelphia Evening Ledger will no 
longer be sold in combination. Hugh 
Burke will be New York manager for 
the Ledger and H. A. McCandless for 
the Inquirer. 


Tax League in 
Bitter Assault 
On Power Plans 


Kansas City, Mo., Oct. 4.—-A vigor- 
ous campaign to create public senti- 
ment against the power project of 
the Tennessee Valley Authority 
been launched here by the Associa- 
tion for Tax Equality. Below the 
association's signature in the full- 
page advertisements in Kansas City 
newspapers is the line, “This adver- 
_tisement paid for by members of the 
/coal industry and other businesses.” 
Lee Haney is secretary of the asso- 
| ciation, which gives “Box 372” as its 
| Kansas City address. 
| The first advertisement in the 
| series demanded, “Shall We Destroy 
ithe Coal Industry?” while the second 
was even more outspoken in its con- 
|demnation of the TVA. It showed a 
| map of government power plans in 
ithe United States and commented 
‘that the map might properly be 
| titled, “The Death Knell of the Coal 
| Industry.” 

The advertisement asserted that 
the various projects, when completed, 
will result in a decrease of 12,568,278 
tons of coal consumption, a loss of 12 
million days of work for coal miners 


has | 


| 

land of 4,800 trains of coal of 50 cars 
| each. 

| “And all to what avail?” asked the 
diene, “Merely that government 
| power production may replace al- 
|ready existing plants which have a 
present capacity twice as great as 
the present power demand.” 


Gotham Named Agency 


for Foreign Vintages 
| Foreign Vintages, Inc., New York, 
|has appointed the Gotham Advertis- 
ling Company to handle its advertis- 


| 
| 


ling. Gerritt Weston, now associated 
| with Gotham, will handle the ac- 
count. 


| 

| Completing a reorganization, For- 
eign Vintages plans increased sales 
activity this winter throughout the 
country. Paul Meincke is in charge 
of sales. 


Joins Piggly Wiggly 

Alfreda Stanley, assistant to E. H. 
Campbell, manager of the sales promo- 
tion department, Rex Cole, Inc., New 
York G-E distributor, has resigned 
to join the Piggly Wiggly Corpora- 
tion, Cincinnati, as assistant adver- 
tising manager. 


Miller with Agency 
Calkins & Holden, New York, have 
engaged Gladys Miller as_ styling 
| merchandising and sales promotior 
|counselor on home furnishings ac 
| counts. 


Cs, 
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Near the 
Center of 
the Dial 


_ 


4 +*qne Nation’, Ste 
et 


500.000 Watts 


Near the 
Center of 


SF ga) Population 
\¥ = \ a, 


f0n,. 


Like Hunting 
with a Pop-Gun 


trying to reach the 
Midwest Market 


without WLW 


When WLW 


had only 50,000 watts 


power, it was the key radio station of 


the Midwest. 


Its consistently good 


programs and ideal geographical loca- 


tion 


near the center of population 


made it a most powerful advertising 


medium. 


NOW, with 


ten times that power, 


500.000 watts, WLW leaves no choice 


to the radio 
an audience 


Most Powerful in theWorld 


through no other single station. 
is thorough and economical coverage. 
No advertiser desirous of the Midwest 


It provides 
be obtained 


Here 


advertiser. 
that can 


market can afford nof to use WLW. 


THE CROSLEY RADIO CORPORATION 
POWEL CROSLEY, dgr., President 


CINCINNATI 


INSURANCE MEN 
SHOW INTEREST 
IN CO-OP COPY 


Palmer New Head of Adver- 
tising Conference 


Rye, N. Y., Oct. 4.--Rising interest 
in the cooperative advertising of life 
insurance and the success of the 
short campaign staged in March of 
this vear were indicated in a resolu- 
tion passed at the meeting here this 
week of the Insurance Advertising 
Conference. 

On the understanding that the As- 
sociation of Life Agency Officers is 
planning a Life Insurance Week 
campaign for 1935, the meeting went 
on record with an offer of assistance 
and the request to make suggestions 
at the proper time. 
Other resolutions 
revenues from motor vehicle 
fees in excess of the cost of motor 
administration be used for enforce- 
ment of traffic regulations and sug- 
gested federal legislation to regulate 
the use of the mails by companies li- 
censed in one state and using the 
post office facilities to do business in 
states in which they are not licensed. 
Clarence” A, ’almer, Insurance 
Company of North America, was 
elected president, succeeding Henry 
H. Putnam, John Hancock Mutual 
Life Insurance Company. 


that 
license 


advocated 


Other New Officers 


Arthur A. Fisk, Prudential Insur- 
ance Company of America, was 
named vice-president, and Arthur H. 
Reddall, Equitable Life Assurance 
Society of the U. S., was re-elected 
secretary-treasurer. 

In addition to the officers, the ex- 
ecutive committee for the coming 
year will include Ray Dreher, Bos- 
ton Old Colony Insurance Company; 
Albert Spaulding, Hartford Fire In- 


surance Company, and Stuart Bene- 
dict, Metropolitan (Life Insurance 
Company. 


The insurance men were addressed 
by Clarence Axman, editor, Eastern 
Underwriter; Col. Robert C. Eddy, of 
the Massachusetts Institute of Tech- 
nology; A. T. Falk, director of 
Bureau of Research and 
Advertising Federation of America: 
Albert E. Haase, Association of Na- 
tional Advertisers: L. L. Montgomery, 
sales consultant; Merle Thorpe, 
editor, Nation's Business: A. W. 
Lehman, Association of National Ad- 
vertisers; George J. Kutcher, general 
agent, Northwestern Mutual Life In- 
surance Company, and William 
Leslie, National Bureau of Casualty 
and Surety Underwriters. Reports 
of officers and committees and open 
discussion filled the remainder of the 
time at the three-day meeting. 

In the facts that 63,000,000 Ameri- 
cans have bought life insurance and 
that 60 per cent of the insurance in 
force is held by persons with aver- 
age incomes of less than $5,000 a 
year, Mr. Thorpe sees a forceful ex- 
pression of the American spirit of 
independence, which promises well 
for keeping the country, as well as 
the individual, on a solvent, progres- 
sive basis. 


the 
Education, 


Wants Cheerful 


He questioned the wisdom of over- 
emphasis upon the humanitarian and 
social aspects of insurance in insur- 
ance advertising, suggesting that the 
emphasis be placed, instead, on the 
economic aspect. 

“Your appeal has been largely 
sentimental,” he said. “There have 
been pictures of helpless widows and 
orphans. The wreckage of homes. 


Pictures 


termining the advertising approp, 
tion, Mr. Haase made it Clear th, 
were no easy formulas and that , 
application of the four basic meth 
involved much hard work and ¢ 
judgment. 


direct 
sound 
how much to spend in advertising 
the 
clared. 


vertiser 


— 


Listing the advantages and di, 


vantages of the four basic meth 
Mr. Haase pointed out that the » 
centage 
system of 
tions of competitors and that jt 


tends to become 
matching the approp 


system 


corporates the further fault 
inelasticity. 
Referring to the unit-of-sg 


method, Mr. Haase said if the “s 
per-unit” 


represents the amount 


money calculated, on past perfo; 
ance, as necessary and adequate 
sell each unit to be put on ¢ 


market, then this method may be » 
garded as judicious under most & 
ditions, and preferable to all othe 
for some classes of goods. 


Objective Method Gaining Groun; 


“The mail-order method of buyin: 
sales or inquiries is the on 
approach to the question 

mail-order field,” Mr. Haase «| 
“This method requires that the a 
know every cost entering 
into the conduct of his business jy. 
fore he offers his product to the py 
lic. Such an advertiser can dete 
mine his advertising expense in on 


one way and that is by test car 
paigns.” 
Mr. Haase predicted the fourt 


method, the objective - and - tas! 
method, would come more and mor 
into favor with advertisers. 

L. L. Montgomery advised unde 
writers of fire and casualty insurance 


to profit from the example set | 


some life insurance advertisers w! 
have stressed preventive measures 


Much could be done to eliminate a 
cidents, he said, if insurance adve 
tisers would join in remaking the 
accident psychology of the publ 
The start should be made, he 
gested, with driving home the fac 
that the driving of automobiles @ 
unnecessarily high speeds 
death. 

After reviewing 
Cooperative Analysis of Broadcas! 
ing during the past four and one 
halt years of its existence, in whi 
time $160,000 has been spent in tr 
search involving calls on more the 
400,000 set owners, Mr. Lehman sus 


sug 


the work of te 


gested the following 15 checks ! 
radio advertisers: 
15 Checks on Radio 


Determine best hour. Select bes! 
stations to determine which ones ¢é 
be added or dropped. Follow pr 
gram popularity trends by type: 
Keep posted, so as to determine ear 
when a type is worn out. 

Purchase talent advantageously ! 
comparing performers on_ differell’ 
programs. Decide whether the su! 
mer should be included or not. Don! 
risk losing listener interest by pa 
ding or condensing the show. 

Learn whether frequent repetiti 
is desirable. Compare day and ev 


ning possibilities. Compare differ 
ence in program popularity by pel 
lation groups, income levels, 4 
groups, ete. Keep an eye on the 
competition. Estimate the size 

the audience by sections, popul: 
tion groups, income classes. “* 
groups, etc. 


Estimate length of time requil 
for the program to obtain a fair aul 
ence. Estimate how large an ave 
ence can be expected at the start 
later. Study the leader and lagge! 
on the air to learn what makes 
good program. 


ad 


GEARS THAT MESH 
WITH YOURS: 45-MINUTE 


The shame of improvident husbands 
and fathers. Doom, death and 
struction. 


de- 


“IT plead for more emphasis on the 
joy of living. In a very real sense, 
life insurance is insurance for life. 
Death is not its goal. The idea of 
protection plus investment for future 
dividends of happiness and ease of 
mind, is a golden text for the times.” 


Asked to speak on methods of de- 


| CLEVELAND: 


SERVICE...PHOTOSTATS >} 
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RAPID COPY SERVICE 


§ State 6013-4 
CHICAGO / State 5980-1 


NEW YORK 
Vanderbilt 3-3680 
for All Branches 
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TOURIST COPY 
ON AUSTRALIA 
PROVES VALUE 


Sells Continent to Amer- 
ican_ Travelers 


Chicago, Oct. 3.—Despite the fact 
sat 2 minimum of 100,000,000 resi- 
ents of the United States cannot 
gossibiy be considered prospective 
ourchasers of its “product,” the Aus- 
tralian National Travel Bureau is 
thoroughly satisfied with the results 
fits four years of campaigning for 
tourist business here, Arthur H. 
gConnor, in charge of advertising 
and publicity for the bureau, told 
\pVERTISING AGE this week. 

“A passage from Los Angeles, San 
Francisco or Vancouver to Australia 
annot be negotiated in less than 18 
r 19 days, and the round trip to the 
Southern continent requires a mini- 
mum of 50 days,” Mr. O’Conner, who 
is currently engaged in preparing 
plans for his organization’s winter 
ampaign, Which will start about the 
first of the year, reported. 

“The time element alone thus 
eliminates a very minimum of 100,- 
(00,000 prospects here,” he continued, 
‘and the fact that a first class trip 
costs at least $615, while even a sum- 
mer tourist trip cannot possibly be 
negotiated for less than $420, further 
narrows our prospect list down to 
those who have both leisure and 
money in fairly abundant quantities. 


Efforts Well Repaid 


“In spite of this, and likewise in 
spite of the fact that our first adver- 
tising appeared here four years ago, 
luring the early days of the depres- 
sion, We are eminently satisfied with 
results. We have not succeeded in 
attracting swarms of United States 
and Canadian visitors to Australia, 
perhaps, but we have definitely suc- 
eeded in making Australia a big 
lator in North American tourist 


civilization on a new continent |C_4.B, and A.B.C. 


| closely parallel your own here, and 
our underlying characteristics are | Are Not Relate 
Some confusion has arisen through 


very similar. : ie 4 ; ; 
Ss : : .,|announcement of the formation o 

oe... pone Cog a pA ti thng Certified Audit Bureau, Chicago, as 

Rss. 5 ~~,’ | to its connection with the Audit 

however,” he admitted, smiling. “We | Bureau of Circulations. 

are a bit more conservative in some, The 

respects down there, and—well, your | Audit B 


a| Offers Credit 


newly organized Certified 
ureau is an independent or- 


| glamorous!” 


Stevenson Retires |A. B. C., and whose needs, it is felt, | 

Ross C. Stevenson, president,|are not completely met by Con- 
Stevenson & Scott, Ltd., Montreal | trolled Circulation Audit, which cer- 
agency, has retired, and F. E. Scott,|tifies to the circulation of publica-|'® newspaper readers. 
formerly vice-president, becomes | tions distributed through the mails. 
president. Edgar George Herrmann, The work of the new organiza- 
formerly manager of the Montreal|tion does not in any way conflict 


tive staff. | tion. 


rade. We have been able to sell a | 


mtinent to America.” 

Because the efforts of the Aus- 
ralian National Travel Bureau are 
lirected at a class market, class 
magazines of the highest order are 
sed as the backbone of the cam- 
paign, although Mr. O’Connor re- 
ealed that a newspaper campaign on 
the West coast last year—the pri- 
nary Australian tourist market in 
‘his country—yielded exceptionally 
200d results. 

Mr. O’Connor’s experience with 
‘merican class magazines has con- 
‘inced him that they set the maga- 
ihe standard for the entire world. 
We have been amazed,” he said, “to 
iscover that our advertising in 
imerican class magazines has 


fought us inquiries from every | 


iMtry in the world, and from every 
‘ind of national. This is a second- 
'y service which we had not antici- 


| CCORDING to the Sales Potential Survey made by the 

Major Market Newspapers, Inc., Greater Louisville and 
the surrounding territory offer a potential market for thirteen 
and a half million pounds of soap. ... Yes, and for $453,400.00 
worth of dog food and $163,937.00 worth of dentifrice if you 


have it to sell... 


In short, the Greater Louisville market is ready to absorb 
a great deal of any product that fills the needs of the buyers 


of this section and which is effectively brought to their attention. 


tated, but which is of very definite | 


alue to us. 

“The fact that these publications 
‘ve an exceptionally long active life 
‘S also been demonstrated to us 
‘ough our experience in receiving 
Quiries from advertisements which 
ve appeared a year or more pre- 
usly,”’ 


lf Tables Were Reversed 


The American advertising of the 
‘tvalian National Travel Bureau, 
—_ h a community-type organiza- 
‘on Subsidized by the government, 
‘te railroads, steamship lines, ete., 
: handled by the San Francisco 
An interesting side light on inter- 
“atiner ‘al advertising was devel- 
“d when Mr, O'Connor was asked 
~®, it at all, he would change his 
“ent type of copy if instead of ad- 
“tising Australia in the United 
were suddenly asked to 


“Yertise the United States in Aus- 
alia. 


T don’t 


ates } 
» bh 


believe I'd make any radi- 


“changes,” he said. “We Austral- | 


a are after all close kin to Ameri- 
~~ Our experiences in building a 


ot Campbell-Ewald Company. | 


| You can acquaint the buyers of this territory with your prod- 
| uct and its merits by concentrating your sales message in the 


one medium which covers this market at a single low cost— 


mn 


Members Midwest Gravure Group 


| REPRESENTED NATIONALLY BY 


and Cash for 


Frozen Assets 


|troit and her banks, and because it 


Detroit, Mich., Oct. 3.—Believing | ge 
copywriters make everything so/ ganization, developed primarily for | that frozen bank deposits, legacy of | pusiness a much needed stimulus.” 
the purpose of checking the circula-|the late depression, are doing much 
— |tion of community newspapers who | to retard recovery, the Meyer Jewelry 
| are not eligible for membership in the Company took its own method of cut- 
ting the Gordian knot this week by | 
making a sensational announcement | 


The company is prepared, the ad- 
vertisement said, to make a 100 per 


office of Lord & Thomas of Canada,/ With that of the A. B. C., and the | cent payee ee = aad va 
Ltd., has joined the agency’s execu-| two organizations have no connec- | less in the First National Bank of 
Detroit. Furthermore, 15 per cent of 


|this will be paid in cash, the remain- 
‘ing 85 per cent being available on 
| purchases of jewelry. 


The advertisement explained that 
the offer was made because the com- 
pany has complete confidence in De- 


wants to do its share to free frozen 
posits, “thereby giving to retail 


Railton and Uhiman 


Join “New York Times” 


Richard Railton, formerly  con- 
nected with the San Francisco office 


of R. J. Bigelow, has joined the na- 
; tional advertising department of the 


New York Times. 
A. G. Uhlman is a new represen- 


|tative in the book advertising de- 
partment. 


The influence of The Courier- 
Journal and The Louisville Times 
is felt throughout a vast territory, 
Kentuckiana, which includes prac- 
tically all of Kentucky and a large 
portion of Southern Indiana. 


Che Conrier-Zonrnal. 
THE LOUISVILLE TIMES. 


Major Market Newspapers, Inc. — Audit Bureau of Circulations | 


THE BRANHAM COMPANY 
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It’s Time to Speak Out 


The address of A. D. Lasker, chair- 
man of Lord & Thomas, before the 
Boston Conference on Distribution 
last week, was a ringing and con- 
vincing presentation of the point ot 
view that advertising, to be most ef- 
fective as a tool for legitimate busi- 
ness promotion, must not be regi- 
mented under bureaucratic control 
such as has been proposed in the 
form of the Tugwell-Copeland bills 

Mr. Lasker’s address was of such 
general business interest that it was 
not only given prominence in ADVER- 
yisinc AGE and other advertising 
journals, but also in the columns of 
daily newspapers all over the coun- 
try. Business men, who are begin- 
ning to realize that operation under 


governmental control tends to stifle | 


initiative and enterprise, were tre- 


mendously interested in the picture 


of what would happen to advertisers | 


if some federal official had to cross 
the t’s and dot the i’s in their copy. 

One of the most interesting fea- 
tures of Mr. Lasker’s analysis of the 
threat of government regulation of 


advertising related to freedom of the | 


press. If the government can con- 
trol and throttle advertising, he! 
pointed out, freedom of the press 


will be only a name, since publish- 
ers, now independent of advertising 


influences, would be more likely to_ 


be subservient to them if 
trom this source were seriously re- 
duced through this means. 
The attention given to Mr. 
ker’s address in the general 
business press means that the time 


revenues 


Las- | 
and | 


jhas come when leaders of advertis- | 
ing and of business should step out 
‘boldly and 
| themselves on the subject of govern- 
mental control of advertising. Busi- | 
listening to_ 
| those who have the courage of their | 


unhesitatingly express 


ness men are eagerly 
convictions on this subject, because 
it is closely related to the general 
theme of governmental control of all | 
business activities. They 


are Yap: | 


lidly crystallizing opinions favorable | 
| to greater freedom for business men, | 
and opposed to excessive regimenta- 
and 
business operations. 

If other courageous” executives 
will make clear their positions on 
this subject, it will help to | 
strengthen the positions of op- 
/ponents of regulatory legislation 
which is sure to be proposed to the 
next Congress. It will set the stage 


tion detailed supervision of 


|for successful opposition to moves | 
- > | 
'for unreasonable control of adver- | 
|tising through new and hampering 


} 


|laws on this subject. | 

At the same time it should be re- | 
membered that the advertising field | 
has not yet gone far enough in the | 
direction of establishing facilities for | 
effective self-regulation. Opposition 
to extreme government control is 
sound, but the best and most logical 
defense against it is proof that ad-| 
vertising and publishirg interests 
have cleaned house through the es- 
tablishment of machinery for the 
elimination of objectionable adver- 
tising. 


Population Growth Is Slowing Down 


Statisticians, economists and other 
students of trends in population pro- 
fess to be somewhat concerned over 
the rapid decline in the population 


probably less than 1.5 per cent per 
| year, with the prospect of a decline 
per cent in the near future. 
Assuming that the statisticians 


to one 


the 
quoted a 
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CAN IT BE POSSIBLE? 


"| b-b-broadcast f-f-fights like MacNamee.” 


—Esquire. 


Voice of the Advertiser 


“Kansan” Now Offering 


Bleed Page Service 
To the Editor: We contemplate 
use of bleed pages and have 
rate which will be pub- 
Black and one color is $37.50 
Solid black bleed 
the page 


lished. 
more than a page. 
page is $25 additional to 
rate, 

The matter of bleed pages is not 
one of tremendous cost. 
two major problems—one the han- 
dling of the press and the other mak- 
ing the stereotype plate. 

The handling of the press involves 
running that particular page over 
two separate and distinct 
far as the press is concerned. This 
means we can only run bleed pages, 


with our press equipment, on a size 


newspaper that allows us an extra 
deck on the press. In quoting rates 
to advertisers we ask for a leeway 
of dates te accomplish the above. 

In the matter of stereotypes---in- 
asmuch as a plate can only be made 
201, inches long, the two plates neces- 
sary to run the bleed page have to 


be made with this thought in mind— | 


that one of them will miss printing 
the top and bottom of the page in 


accordance with the regular manner | 


of printing and the second plate will 


increases of the United States. While | ave right, and that our population in. ™!58 an equal amount of space, dis- 


it is a familiar fact that the growth 
in this country 

slowing down for some time, 
rate of 


of population 
been 
the accel- 
erated during the past few years to 
such an extent suggest that 
the population will be 
stabilized much sooner than had 
been expected, possibly as early as 
1950. 


decline has been 
as to 
maximum 


Business growth during the period 
ot rapid expansion of the 
States has been due not only to 
native enterprise in the promotion 
of manufacturing and merchandising 
companies, but also to the constant 
enlargement of consumer demand as 
the result of steady and substantial 
population increases. Forty years 
ago they were as high as 3.5 per cent 
per year. Today the increase is 


has | 


United | 


creases Will no longer suffice to give 
| business assurance of expanded vol- 
|} ume, what is the outlook for the ad- 
vertiser as compared with the non- 
advertiser? The latter has been far- 
| ing pretty well, all things considered, 
except during periods of severe busi- 
‘ness depression, but how will he 
/come out when expansion must nec- 
essarily be at the expense of the 
| other fellow’s volume? 
| Advertised products, which have 
| won preferment during the country’s 
| period of rapid growth, seem des- 
|tined to have a relatively stronger 
| position when consumer demand be- | 
comes fairly stationary. The _ posi- | 
tion of the non-advertised product | 
will be increasingly difficult in a 
market which is no longer growing | 
| 


fast enough to take care of the busi- 
| ness of the less aggressive company. | 


Black Plote 


It entails | 


decks as | 


| tributed some place between the top 
and bottom of the printed page. 

| You can see this allows a black and 
{white bleed page solid from top to 
|} bottom and from gutter to outside 
edge of page. While the black and 
‘one color would mean that the black 
page would have 201, inches length 


and likewise the color page 2014 
‘inches long, distributed as above | 
described. 


The second plate which prints the 


/top and bottom and all but a space | 


approximating 1%, 
of the ad is stereotyped with this 
change trom the regular manner of 
handling. 

As this plate is turned on the press 
/so as to print the top and bottom 
| margins it necessarily must be stereo- 
| typed with this problem in mind. The 
stereotyped plate made for the en- 
closed bleed page appears as a letter 
H in the makeup. The plate was 
turned so that the top part of one 
| printed page caught the plate in the 
center and the bottom half of the 
next printed page picked up the bal- 
ance of the plate. 

In other words, the red plate 
printed half on one page and half 
on the other with each complete turn 
of the plate, picking up the other 
half on the opposite side of the deck. 

I am enclosing a crude drawing to 


Red Plate 


ee ee ce eed 


+ 20/4 Inches ——>| 


fs 


—_ Margin to Morgin—> 


Red Plate Turned 
Half Way An Cylinder 


inches crosswise | 


— 


| perhaps better illustrate the explan, 
|tion of something which to me , 
clear enough but doesn’t seem , 
|clear when I try to put it in WTiting 
Several newspapers have run beg. 
pages but I believe we are the fp, 
in this section of the country. 
KNOWLTON PARKER. 
Advertising Manager, Kansas (jt, 
Kansan, Kansas City, Ka, 


. oe. 

Ah! Rebellion! hicag 
| To the Editor: I’ve stood it lon, ago | 
enough! new 8 
| Please send my copy of Abvyrrr, ) the = 
ING AGE to my home address, wher, Salle 
I'll be the first one to read it—I hop, inde 

I didn’t complain when some y Mp *" 
the gang swiped it—it was eve tually ill 
returned—but when they tear oy piddlet 
pages and cut out items that inte, are 
est them—I’m mad. tarted 

Now they can all go to hell Po. 

Mail it to my home. tional 


Tom HERALD. sting © 
Boston Post, Boston, Mass. 


| 
| ne 
reist’s 
veweyY z 
| Victor 
Circular Screen Not sp 
° ears as | 
New to Reinhardt F** *, 
| To the Editor: We note with jn ‘eate-P: 
| terest a reproduction of what you call My onal 1 
the new W. Circular Screen halftone HH ounce: 
| process on page 26 of your Sept. 22 ,,. Gr 
| issue, and also the article pertaip. neag 
| ing thereto on page 14. anes 
| Now, while this may be new, the [ns both 
| enclosed proof is of an advertisement Mju) fields 
d wrote 
P yerson 
Its the laste! Fe: 
. jal field 
ational 
hieveme 
THE CHOICE OF THE WEST n presen 
Bine '. me 
). a a 
~— makes you like it... The mellow fo- . 
vor of good old beer... just right Directe 
With c tang that makes each glam 
taste beter than the lasi_ _ 
B was the TASTE that gave Golde For the 
Glow instan! leadership the icy 6 been a 
first appeared upos the marke! . € 
more than 20 years ago. And |! she ce of E 
TASTE that's kept & the leader ever sa 
ance " ac 
Have a case of Golden Glow deliv. orn as 
ered to yous home. Serve |! ct mecia ter as i 
tiod, he 
a numb 
ers. 
wn fo) 
Imolive- 
liversifi 
ord & Th 
smaller 
gate in 
nal Adv 
| which we placed for our client, tle Hitve in t 
|Golden West Brewing Company, e Audit 
|California newspapers during. tli 4s adve 
month of September, 1933. To be Hte-Palmo 
more exact, this advertisement ral the lars 
in the San Francisco Chronicle 00 @iopriatioy 


Sept. 12, 1933, just a shade more thal Mars jt 
a year ago. 


UUL000. 
The halftone was made by Print 
,ing Plates, Inc., 306 12th Street, Oak | 
land, Cal., and while we will admit A. 
that our subject is of a much coole! 
nature than that shown on your past Is 
26, the circular screen is unmistak 
ably there in all its glory. ] 
Thought you might be interested | 
that’s all. 


R. A. BAUMGAERTNER, Philadel 

| Emil Reinhardt Advertising, @F° Org 
Oakland, Ca! ley, ha: 

| +. @ i to 

| 5 ct of 

| Oldest Space Buyer? ¥0 qua 

| To the Editor: I notice in the “Ge Le ney 


ting Personal” column in your isslegg "~~ 
'of Sept. 29 that Fred Kenkel of the @*tte an 


‘Gardner agency is wondering if ht Unio 
holds the record for time spent “Jj d du 
a space buyer with one agency. J *d in 
| If Fred Kenkel gets a medal for Is ty l 
| years of service why not get togethe Des 


and give Bill Staab, space buyer % 
Fuller & Smith & Ross, two medals ‘lent 


| ee fol -_ 
| Next January will make 22 years !°! mpa 
| Bi ut 5 
| Bill. “ 
Joun S. Roney, e a 
Cleveland Representatlv® 8 80 
News-Week, Cleveland. ‘ Mta 
| ently 
v v v , 
. l9 
First Page News Ho 
To the Editor: How come you © ® Pun 
e first ted 


crowd the Copy Cub off th ; 
page? —" that illve 
I am still of the opinion 


| 

| 

|“Rough Proofs” is first page 2e¥* ¢ 

| R. F. Dpake reve 
. & & ‘ 

| Advertising Department, pot St i. 

| Tarrant Mfg. Company, as * Mines 
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HIST ENTERS 
AGENCY FIELD: 
ARMCO CHOICE 


jicago, Oct. 4.—E. Harold Greist, 
ago alvertising man, has formed 
ow general agency, with quarters 
‘she neW Field Building at 125 S. 
, Salle St. Among accounts to be 
eyed will be 
werican Rolling 
! 1 ompany, 
sddletown, O., 
sich has already 
rarted its fall 
mpaign over the 
network of 
jional Broad- 
sing Company. 
ine ’: FY. 
reist's aids will 
Victor Fabian, 
spent 13 
vars as advertis- 
manager of 
yigate-Palmolive-Peet Company. Ad- 
ional members of the staff will be 
mounced in the near future. 
Mr. Greist has a background of 
‘years in advertising, during which 
sained an acquaintance with prob- 
ms both in the general and indus- 
ial fields. For six years he planned 
i wrote advertising for Joseph T. 
yerson & Son, steel merchants. 
me of his campaigns in the indus- 
ial field were given awards by the 
ational Industrial Advertisers As- 
sation. In recognition of his 
hievements in this direction, Ryer- 
» presented Mr. Greist with a hand- 
me gold watch, suitably engraved. 


E. H. Greist 


Directed Colgate Advertising 


For the past nine years, Mr. Greist 
s been associated with the Chicago 
fee of Batten, Barton, Durstine & 
jorn as account executive and 
lr as group head. During this 
riod, he had charge of the accounts 
anumber of large national adver- 
ers, While Mr. Fabian is best 
wn for his work with Colgate- 
Imolive-Peet, he also has enjoyed 
liversified experience. He served 


| Bowman and Crane | 


Agency Reorganized 
P. H. Crane has withdrawn from | 
the agency of Bowman & Crane, New 
York, Charles Luckey Bowman be- 
coming sole owner. 
The agency will hereafter operate 
under the name of Luckey Bowman, 
Ine. 
William T. Malone, for ten years 


Inc., New York, has resigned to join 
Luckey Bowman, Inc., as vice-pres- 
ident. 


Burnshaw Joins Agency 

Stanley Burnshaw, for four years 
advertising and sales promotion man- 
ager of the Hecht Company, 
York, and _ previously 
manager of Bulova Watch Company, 
has joined the Montrose Advertising 
Agency as account executive. 


vice-president of Cowan & Dengler, | 


New | 
advertising | 


National Copy 
Will Start on 


Probak Junior 


New York, Oct. 4.—Introduced 
about a month ago, the new Probak 


Junior safety razor blades will re-| 


ceive their first national advertising 
in Liberty the latter part of this 
month and 
| pulp magazines. 

Following the novel “delivery” to 
|the trade given the new baby of the 
Gillette Safety Razor Company a 
|'month ago, some dealers advertised 
the blade locally. This advertising 
featured a package of 25 blades for 


'59 cents. 
The national campaign will run in| 


t1& Thomas, as well as a number | 
smaller agencies. He represented | 
gate in the Association of Na-| 
tal Advertisers, and has also been | 
‘ive in the advertisers’ division of | 
*Audit Bureau of Circulations. 
is advertising manager of Col- 
\-Palmolive-Peet, he directed one 
the largest single advertising ap- 
fopriations in the country. In peak 


in December issues of | 


77 magazines having a total circula- 
tion of nearly 10,000,000. It will 
feature the idea, “down goes the price 
of shaving comfort.” Launching of 
the campaign marks a further step 
taken by Gillette to meet low price 
competition. 

When introduced, only the 25-blade 
package was 
campaign will play up  Probak 
Juniors in small packs of four blades 
for ten cents, which maintains the 
manufacturer’s price at approxi: 
mately the introductory level. 
eral months ago the company tested 
with good results a plan of selling 
two regular Probak blades for ten 
cents. 

At the point of purchase, the four- 


| blade packages will be displayed in 
'a basket-like merchandiser contain- 


ing 25 units, or 100 blades. 


available. The new | 


Sev- | 


In the past 30 days the new blade 
is reported to have sold “exception- 
ally well.” The account is handled 
by Ruthrauff & Ryan, Inc. 


Frank R. Wane Heads 


Hall Executive Committee 

Frank R. Warren has been elected 
chairman of the executive committee 
of the W. F. Hall Printing Company, 
and Hadar Ortman has been named 
president of the company. 

Mr. Ortman was formerly director 
of operations and finance for the 
Meredith Publishing Company, Des 
Moines, Ia. 


Carr pra Wade 


V. E. Carr formerly of the Chicago 
office of Blackett-Sample-Hummert, 
|and commercial manager of Station 
| WMBD, Peoria, has joined the Wade 
| Advertising Agency, Chicago. 


WONDER 
BREAD 


Joins Indianapolis’ Spectacular Advertisers! 


's, it amounted to no less than | 


0,000, it is said. 


'-A-G Mestaey 
ls Introduced 
In Two Cities 


‘Uladelphia, Pa., Oct. 4—The Mc- 
1 Organization, 
“ly, has begun a newspaper cam- 
‘1 to introduce T-A-G_ hosiery, 
id tof a Pennsylvania mill. 

‘0 quarter-page advertisements 
“te new product have already ap- 
F’ed—one in the 
“te and another in the Albany 
‘Union, The guaranteed qual- 
“id durability of the product is 
“ted in the copy, which includes 


‘of local dealers handling the 
luct, 


‘sent plans of the agency and 


Philadelphia 


Schenectady | 


WE DO OUR PART 


‘ent contemplate extension of | 


‘Mpaign to include use of space 
“ul 50 newspapers in key cities, 
the advertising running in each 
“soon as dealer organization 


, ntact work has 
lently 


Howland & Howland 


& p 2 - 
Punxsutawney, Pa., Spirit has 


‘ed Nowland and Howland, | 
“i National advertising repre- 
ive 


——_____. 


Greve Agency Moves 
ee ve Advertising Agency, 
y, Paul, Minn., has moved to 


Mi 
‘nnesota Bldg. 


progressed 


And now comes Wonder Bread — also lending an emphatic 
**ves”’ to the question, **Do Federal Electric Spectaculars pay?” 


As a part of their well-balanced advertising program Wonder 
Bread now flashes its sales message to thousands in the Metro- 
politan District of Indianapolis each twenty-four hours. 


Brilliant and colorful is this new Federal Spectacular—at the 
corner of Meridian and North Streets. Day and night it im- 
presses the quality of Wonder Bread on the public conscious- 
ness—dramatizes its goodness in color and brilliancy. 


This national advertiser and their advertising agency, Batten, 
Barton, Durstine & Osborn, New York, do not experiment with 
advertising dollars. They KNOW the value of Federal Spec- 


tacular Displays. 


With nationwide facilities Federal Electric is equipped to offer 
choice locations and effective service in all trade centers, and 
the cost per thousand circulation is surprisingly low. 


FEDERAL ELECTRIC COMPANY, 


INC. 


CLAUDE NEON FEDERAL COMPANY 


225 NORTH MICHIGAN AVENUE, CHICAGO, 
| BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST. PAUL 
| 
Subsidiaries: 


| FEDERAL BRILLIANT CO. 


St. Louis and 
Kansas City, Mo. 


CLAUDE NEON FEDERAL 


ILLINOIS 


LOUISVILLE MILWAUKEE 


CO. SOUTHWEST 


Oklahoma City, Okla. 


Tulsa, Okla. 


Wichita, Kansas 
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PHILLIPS CASH 


UNCLAIMED IN 
NAME CONTEST 


New York, Oct. 4.—In a piece of 
gasoline copy that went somewhat 


literary, the Phillips Petroleum | 
Company, Bartlesville, Okla., dis- 
covered widespread disagreement 


throughout the Middle West, where 
its stations are located, over the 
author of the statement, “Everybody 
talks about the weather, but nobody 
does anything about it.” 

As a means of attracting attention | 
to Phillips’ weather control, in which | 
the company claims to have pio-| 
neered several years ago, the com-| 
pany offered $5 rewards to the first 
person in each state in which the) 
advertisement appeared who cCor- 
rectly named the author. The copy | 
ran in the full Phillips list of sev- 
eral hundred newspapers. At this | 
writing, no one has won one of the} 
awards. 


ophy on the weather, as were Frank 
Phillips, its president; L. E. Phillips, 
former vice-president, and Phil Phil- 
lips, son of L. E. Phillips. 


Some Fanciful Guesses 
Th list of names submitted indi- | 
cated some Middle Western layman 
acquaintance with the literary world 
and its outer periphery. Mark Twain, 
of course, was credited the greatest 
number of times. “Mark Anthony 
Twain,” one writer declared, first 
made the comment. Someone credited 
it to “Booth ‘Mark Twain’ Tarking- 
ton.” 

A few others on the list compiled 
by the company are Socrates, Tol- 
stoy, William Penn, Adair Rogers, 
Arthur Brisbane, Hambones (radio 
character), Theodore Roosevelt, 
Franklin D. Roosevelt, Walter Win- 
chell, Upton Sinclair, Sinclair Lewis, 
Calvin Coolidge, Nicholas Murray | 
Butler, V. G. Purscell (government | 
meteorologist, Minneapolis) Walt) 
Whitman, “Mr. Foster, a millionaire,” | 
Henry T. Rainey, Harry Allen, | 
“George M. Cohen,” Dickens, Holmes, | 
Hough and a great many others, in. | 
cluding a wide variety of American | 
and English authors. 

Charles W. Warner, Hartford, 
Conn., who collaborated with Mark 


jing 


Lymanto Head — 
Art Directors 


Chicago, Oct. 4.—George S. Lyman, | 
of Roche, Williams & Cunnyngham, | 
was elected president of the Art Di-| 


rectors Club of Chicago at the an- 


nual meeting at Grayling’s Grill last || 
night. Mr. Lyman succeeds E. Willis | | 
Jones, of Needham, Louis & Brorby. | | 
Boulton, J. Walter | 
Thompson Company, was elected first | 
vice-president; William A. Kittredge, | | 


Frederick W. 


| Lakeside Press, second vice-president 
and John E. Olson, Erwin, Wasey & 
'Co., secretary. 
| Ballots were cast by mail, resulting 
|in a tie for treasurer, which will be 
decided later. 


Dykstra in New Post 


John H. Dykstra, formerly with 
the Morgan Advertising Company, 
Mansfield, O., and at one time with 
Frigidaire Corporation, Dayton, has 
joined the staff of Mumm-Romer- 
Robbins & Pearson Company, Inc., 
Columbus. 


To Paris & Peart 
Christian Feigenspan Brew- 
of Newark, N. J. 


The 
Corporation 


Doubtless the company was grati-|Twain, was actually the author, the | has appointed Paris & Peart, New 


fied that it should be credited with | 
having written the famous philos- | 


HOW: 


agency, Lambert & Feasley, Inc., 
found. 


OU LIK 


York, to direct advertising of P. O 
N. ales and beers. 


E SOM 


OF this BUSINESS FROM 
ACHINERY BUILDERS? 


Here's a sample of what one bottling- 
machinery builder buys every year: ee 
Cold-rolled steel...... : 
™ i. eer 
Electric motors. ‘* ee eo 


V-belts. wee e eee eee e eens. 


DVERTISE in Product Engineering to the 
men who create the specifications for the 


parts, materials, and finishes. 


Machinery builders buy these things constantly. 
Once they have standardized on certain makes, 
they order and re-order in large quantities. 
Every time they sell machines, you sell some of 


your product. 


Your biggest selling job is to get specified and 
stay specified. That’s why you should advertise 
to the Product Engineering readers. 

These are the men who design the machines and 
write the specifications. They are the engineer 


axe PRODUCT ENGINEERING + 


ing executives 


is small beside 
this magazine. 


1 McGraw-Hill Publication 


of their companies chief 


engineers, vice-presidents in charge of engineer- 
ing, chief draftsmen, mechanical 


engineers, 


designing engineers, etc. 


8000 of them subscribe to Product Engineering, 
because it caters exactly to their needs for prac- 
tical information on design. 


The machinery builder whose purchases are 
illustrated here is only one of thousands that 
you can influence by advertising in Product 
Engineering. ‘The cost of an effective campaign 


the large stakes you shoot for in 


your field. 


Company ...... 


PRODUCT ENGINEERING 
330 W. 42nd Street, New York City 


I have been reading about the large-order buyers of parts ‘and materials in 
Please send me the following: 


Sample copies ot Product Engineering 
() Advertising rate card 


[) Information about new-product activitiy in the field 
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EXCHANGE PRESIDENTIAL SALUTES 


nr ergs 


George S. Lyman (left), new president of Art Directors’ Club of 
Chicago, receives congratulations from E. Willis Jones, retiring 
president. Underwood & Underwood photo. 


Promotion for 
Arkansas Daily 
Adjudged Best 


Kansas City, Mo., Oct. 4.—Frank B. 
Cunningham, Topeka Capital, was 
elected president of the Midwest Ad- 
vertising Managers Association here 
this week. The meeting was espe- 
cially interesting because of the pres- 
ence of many former advertising men 
now in other walks of life. 

A. L. Shuman, advertising manager 
of the Fort Worth Star-Telegram, 
aualified for a prize of some kind by 
traveling 700 miles out of his way on 
a return trip from Alaska. 

The Gene Kelly Trophy, awarded 
annually for the best advertising 


| 

|campaign staged by members, we 
'to Sam E. Gearhart, Southwest Am 
|ican-Times Record, Fort Smith, Ar 
It was won last year by the Oma 
World-Herald. 

Other new officers elected are: yip 
president, J. H. Jordan, Herald ay 
News-Tribune, Duluth, Minn.; seer 
tary-treasurer, I. M. Baker, Worl 
Herald, Omaha; sergeant-at-arms, B 
son Bixby, News and Leader, Sprin 
field, Mo. 

The spring meeting will be held) 
the last Sunday in March, 1935, an 
the next annual meeting the last Sy 
day in September. 


Mann Leaves Skelly 


Ted Mann, assistant advertisi 
manager of the Skelly Oil Compan 
Kansas City, Mo., has resigned 
become associated with the Calvi 


Company, sales promotional agenq 


i & 


FOR 9 YEARS 
ADVERTISING 
MANAGER 


Open Road for 
WILL BE 


October 20th 


His record is outstanding. 


GLEASON 


Boys’ Magazine 


AVAILABLE 


From 


scratch he built the Open Road for 
Boys to an important position 1 
its field; a space salesman who 
held and increased his lineage 
the darkest depression days: 4 
sales correspondent who has cracked 
the biggest accounts by mail: bis 
promotion efforts have been ore 
inal and consistently successful: 
his circulation ideas have pre 
duced subscriptions by the hum 
dreds of thousands. He has ideas. 
he works hard, he’s aggressive 4@™ 
he gets the business. He gets the 
business! 


This man seeks a new connectio? 
with earnings consistent with a 
tual business produced. Write Box 


450, Advertising Age, 33° West 
42nd St.. New York, N. Y. 
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ue BLUE COAL 
10 CREATE NEW 
RETAIL OUTLETS 


mrocers and Hardware 
Stores to Carry It 


idle.» 


srket” is being emphasized by the 
Meware. Lackawanna & Western 
4] Company in its fall and winter 
mpaign on “Blue Coal,” just an- 
wnced to dealers. Bagged coal 
be made available to grocery, 
vdware and general stores for re- 
i, being supplied through the 
mpany's regular dealers. 


ly highly profitable in itself,” the 
mpany told dealers, “but it serves 
. introduce ‘blue coal’ to many 
y users. After trying a few bags 
y almost invariably become 
eady bulk customers. 

We have had special bags de- 
med for this purpose—with a 
coal’ advertisement, the ca- 
ity of the bag and the dealer’s 
me and telephone number im- 
nted on each. They come in 18, 
sand 50-pound sizes, and are avail- 
le in single ply for dry coal and 
strong waterproof style for wet 


," 
yal 


Complete advertising campaigns 
i] be provided to local dealers in 
bpport of the national advertising 
ing used by D. L. & W. on a large 
Among dealer helps, sold at 
st to retailers, are large signs for 
ucks. A complete “billboard serv- 
e’ is provided, including enameled 
etal frames as well as two water- 
f signs. To encourage dealers 


y make long-term commitments, 
‘USIMMe company charges $15 per truck 
ry rthe first year, only $12 there- 
A & 

Cald 


pel A Variety of Dealer Helps 


—— gj \twspaper mats have been made 
al enough to encourage dealers 
ise their local papers. The ex- 
tito which other selling aids are 
e available is indicated by the 
‘that such door openers as ther- 
eters, hot dish pads, metal bin 
shovel holders and _ book 
aches are offered at nominal cost. 
dling pieces, booklets, cleaning 
liers, envelope inserts, post cards, 
ilars, blotters and a_ large 
wuunt of miscellaneous material 
80 offered. 
mailing pieces place at the 
’s service every strong selling 
| ever developed in the coal 
One shows a doctor remarking, 
Smith, it’s lucky we kept your 
“ from pneumonia,” which pro- 
‘the wallop calculated to make 
@ * householder read more. The 
‘' of another shows a_ polar 
‘perusing the morning paper, 
‘the comment, “I don’t think 
“room is so cold.” 

‘realm of post cards, the 
‘ecl is urged not to be fooled 
‘tooth, oily talk,” which is an 

ach much liked by many deal- 


1 Based On Survey 


r “entire program of the Dela- 


wew York, Oct. 3.—The “retail | 


| 


| 


| 


“This bagged coal business is not | 


“Peggy’s Doctor,” reaching’ the 


|'NBC red network audience every 


Monday, Wednesday and Friday. 

Newspapers will be used in large 
numbers, economy and comfort be- 
ing featured. Dealers’ names will 
be inserted whenever possible. 

To overcome the defects pointed 
out in the survey, the company will 
list dealers’ names without charge 
under the proper heading, “Blue 
Coal,” in classified telephone books 
in all territory, chiefly the east, 
which is served. 


Gives Dealer Course 


The company is also featuring its 
John Barclay” laboratory course 
given at Newark, N. J., for dealers’ 
service men. Without any charge 
to the dealer, his representative is 


taught how to clean a furnace, how 
to locate trouble in a customer's 
heating plant and how to correct 
the trouble after he has located it. 

In order for the dealer to give 
this kind of service, he must have 
a vacuum furnace cleaner. D. L. & 
W. has made arrangements with a 
manufacturer of this equipment 
which enables dealers to get one at 
a low price. 

The company again is urging deal- 
ers to establish a reputation as 
heating experts by selling its auto- 
matic heat regulator, which sells at 
$18.95 plus installation charges, 
said to be considerably below the 
average cost of most instruments 
now on the market. 

Ruthrauff & Ryan handle the ac- 
count. 


Leo Dolan Heads 


Travel Bureau 


Leo Dolan, Ottawa, Ont., is the 
chief of the National Travel Bureau, 
whose program is to advertise Can- 
ada’s tourist and travel attractions 
in United States publications. 

Other members of the Bureau are 
C. K. Howard, Canadian National 
Railways, and J. Murray Gibbon, 
advertising head of the same rail- 
road. 


Woollcott on Air 


Alexander Woollcott will return to 
the air Oct. 7 at 9 EST, sponsored 
by Cream of Wheat Corporation. 
The program, with Robert Arm- 
bruster’s orchestra, will be heard on 
the coast-to-coast WABC-Columbia 
network. 


? “Lackawanna & Western Coal 
U “ny, which is national selling 
“tor the Glen Alden Coal Com- 
a 's based on a survey made by 
i “bartial research organization. 
) ind, according to the company, 
" le Vast majority of home own- 
: . /N coal; that about 85 per 
. “them had heard of “blue an- 
i “but that only 30.9 percent 
| * Coal-burning home owners 
| whic h dealer in their city 
iue al.” 
| fhe his theory that dealers 
me (0 display far more ag- 
1 “hess than ever before, with 
>a “pany directing their activ- | 
: . “ & W will 
.... use two radio pro- 


S year, a mystery thriller 
,.“°ntnued on Columbia 
, Une System every Monday 

*dnesday and a love story, 


Craig Has Art Class 


Raymond Craig, illustrator, painter 
and free lance commercial artist, 
will conduct a special Sunday art 
class at the Chicago Academy of 
Fine Arts. 


Has Full Radio Course 

Drake University, Des Moines, 
with the cooperation of WHO-WOC 
and KSO as laboratories, has open- 
ed a full time course in radio from 
the business, advertising, artistic 
and announcing angles. 


Poxson Directs Exports 

D. E. Bates, president of the Reo 
Motor Car Company, has announced 
that the Reo export department is 
to be under the supervision of Elijah 
G. Poxson, president of the Reo 
Sales Corporation. 


REDBOOK 


Before these best sellers and significant writings reached the public in 
book form, the readers of Redbook Magazine had a/ready enjoyed them 


1932 


SINCLAIR LEWIS' 


“Ann Vickers” appeared in Red- 
book—first magazine to serialize this 
Nobel Prize winner after his award. In- 
troduced to the general public as a $2.50 
book a few months Iater. 


KING ALFONSO of SPAIN 


writes his Memoirs. io compe- 
tition for the secrets King Alfonso alone 
koew, Redbook secared a scoop. King 
Alfonso cc d to write this amaz- 
ingly frank manuscript that took Red- 
book readers behind closed palace doors. 


IN THIS ISSUE JUST OUT 


Tomorrow s 


exciting literary events are im 


today s 


1933 


A COMPLETE BOOK- 
LENGTH NOVEL was added 


each month starting August, 1933. Redbook 
becomes a magazine p/ws a complete $0,000 
word novel, a reading value of $2.00 for 25c. 


“A FAREWELL TO FIFTH 
AVEN UE” by Cornelius Vanderbilt, 


Jr., told what was going on in Fifth Avenue 
mansions. The general public will get these 
revelations in book form next Jaouary—in 1935. 


“THE THIN MAN” was arse 
printed in one issue of Redbook. Now a $2.00 
book and a Hollywood feature picture. Red- 
book readers were first to read Dashiell Ham- 
mett's best seller—at the cost of a single issue, 


1934 “tr 


SIR PHILIP GIBBS’ 


“The Cross of Peace” appeared first in 
Redbook, complete in one issue, later as a best- 
selling $2.50 book. Redbook readers read it first. 


HUGH WALPOLE’S 


“Captain Nicholas” rao in magazine ver- 
sion in a single issue of Redbook, July 1934. Now 
the book is a best-seller, the September 1934 Lit- 
erary Guild selection. Redbook readers read it first. _ 


"HOOVER orr THE RECORD,” 


by Theodore G. Joslin, secretary to Hoover, opens 
White House doors to disclose facts of the Bonus 
Army, the RFC, the Bank Holiday. 


AND NOW, the author of “As the 


Earth Turns” (sensational best seller last year), 
Gladys Hasty Carroll begins the most important 
novel written in America since “Main Street.” 


GLADYS HASTY CARROLL’S sensational 
new novel begins —"“A Few Foolish Ones.” 

. * 
“HOOVER OFF THE RECORD,” by 
Hoover's secretary, Theodore G. Joslin, reaches 
ts clmax in “Two Weeks That Shook the 
United States.” 

. . . 
MARIF DRESSLER’S autobiography, “Life 
Begins at Sixty,” completed shortly before her 
death, continues in this issue 

. * * 
IN THR SAME ISSUF novels, stories and 
teatures by Don Marquis, James Warner Bel- 
lah, Katherine Newhn Burt, Arthur Somers 
Roche, and many others 

. . . 
PLUS A COMPLETE BOOK-LENGTH 
NOVEL, printed on special book paper and 
bound as one unit at the end of the regular 
edition. This time it is “Recipe for Murder,” 
over 50,000 words by Vincent STARRETT, in- 
troducing a rival for Sherlock Holmes. 


HAT made 20,000 mew people buy Redbook for 

the frst time last month? And 32,000 for the frs¢ 
time the month before that? And 34,000 the month be- 
fore that? What makes one person tell another when he 
“discovers” Redbook? We can explain. Redbook satisfies 
discriminating readers who demand great writing. They 
like the tempo of Redbook. 
of ideas and significant events. They recognize the value 


They like its particular world 


of the complete, new novel extra in each issue. That 
Redbook is growing fast is no surprise to Redbook read- 


ea ers. See for yourself. The new issue is on sale today. 


COMING . . . Erich Maria Remaraue, 
Averep FE. Situ, Ben Ames WittiamMs, 
Henprik Van Loon, Joun Maynarp Keynes, 
Mary Hastincs Braptey, and plenty more 


Youll see it FIRST m REDBOOK 
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Durham Duplex | 
Tries Out New | 
Copy Approach 


New York, Oct. 5.—Highly eee | 
tive newspaper copy is being tested 
by Durham Duplex Razor Company | 
in several cities, including Provi- 
dence, New Haven and Hartford and 
Richmond, Va., to teach men the | 
smooth pleasures of a diagonal stroke 
in shaving, as opposed to the chop | 
of “hoe-type” razors. 

In an 1,175-line advertisement, 
made more articulate by several 
drawings, “the right and wrong way 
to shave yourself” is expounded. The 
message is devoted largely to shaving 
methods, rather than technical de- 
tails concerning the Durham Duplex 
razor, 

The product is not encountered 
until the last third of the copy is 
read. Down to this point, the text 
deals with a method used by barbers 
to get cleaner, closer shaves, save 
time, and prevent sore spots, ingrown 
hairs and other shaving irritations. 


Outstanding points are to shave 
with the grain of the beard, keep the 
tace well lubricated and use a diag- 
onal stroke. 
to the Durham Duplex argument, is 


st” 


I 
The last mentioned, key | blades. 


SELLING A METHOD 


The Right and the Wrong Way 
to Shave Yoursel 


Many men shave incorrectly. This method, used everywhere 
by barbers, will help you get « cleaner, closer shave... Enable 
ave time... Aad chow you bow in prevent “Sere Spots, J 
Ingrown Haser,, amd obher Sian ing irriatvoms 


One of the unusual newspaper ad- 
vertisements in which Durham 
Duplex is attempting to sell a 
shaving method. 


illustrated by a knife sawing a loaf 


of bread, which is similar to the| 


stroke required for best shaving re- 
sults, the company claims. 

Readers are advised that the Dur- 
ham Duplex way is inexpensive, the 
‘azor costing only 49 cents with six 
They are urged:to be patient, 


for it takes time to break shaving 


| handled by J. Walter Thompson Com- 
pany. 
is appearing in Saturday Evening 
Post, Time and a number of other 
magazines. 


| 

. . a. . 
| Starts Air Conditioning 
| Vincent Bendix, head of the Ben- 
dix companies, has announced in a 
letter to stockholders of the Auto- 
matic Products Corporation that the 
| organization has become the major- 
| ity stockholder of the General 
Water Treatment Corporation and 
its subsidiaries, and will enter the 
lair conditioning field. 


“Chicagoan” Elects 


| Edwin S. Clifford, general man- 
lager and former secretary of the 
| Chicagoan Publishing Company, has 
been elected vice-president of the 
company. Other newly elected offi- 
cers are William R. Weaver, secre- 
tary, and Hiram G. Schuster, vice- 
president. 


| 


Norwich Joins A.N.A. 

The Norwich Pharmacal Company, 
Norwich, N. Y., has been elected to 
membership in the Association of Na- 
tional Advertisers, Inc. Dr. M. W. 
Stofer, vice-president in charge of 
advertising, will represent the com- 
| pany in the A.N.A. 


\N 


¥*BUY NATIONALLY 
ADVERTISED PRODUCTS 


j Sahs nia readers buy: millions of nationally 
advertised cigars and cigarettes, toilet goods 
and drugs, household utilities, canned, packaged 
and general foods, and their full share of automo- 
biles, refrigerators, radios, etc. 


The national advertiser has learned from experience 
that Times-Star readers are not only willing but able 
to buy his product. That is why the great industry 
he represents found it profitable during the first 
eight months of this year to use 1,424,181 lines of 
general advertising in Cincinnati’s home-owned 
newspaper—an amount which gives the Times-Star 
almost a 2-to-] lead in Cincinnati, and ranks it 
seventh in evening general advertising in the U. S. 


CINCINNATI TIMES-STAR 


New York: Martin L. Marsh, 60 East 42nd Street 
Chicago: Kellogg M. Patterson, 333 N. Michigan 


The company’s regular copy | 


| : 
habits developed over a period of | Add P. 
i RI | otency to 
The Durham Duplex account is) 


Cod Liver (jj 


DRIVE ON S. F. | New York, Oct. 4.—Introducjp, 


new product, McKesson’s 


high , 
BAY DISTRICT | tency cod liver oll, McKesson ¢ :" 
‘bins, Inc., is using full pages in ¢,, 
| Housekeeping and Parents’ Maga, 
and half pages in the Ladies’ y 


$150,000 Campaign Will 222" during the entir: Winte 
Stress Quality The advertising asserts 


product furnishes two and aq ; 


D found in ordinary cod livery 
San Francisco, Cal., Oct. 2.—P0- | and that it is extremely palata 
lice car performance is being in- ; 
troduced into northern California | 
in direct competition to the renewed | 
activity of the “fire-chiet” and fire- coated McKesson’s vitamin cones 
,engine performance. ‘trate tablets. N. W. Ayer & g% 
| The Rio Grande Oil Company of | Inc., is the agency. 
| California, subsidiary of the Sin-| 
clair Refining Company, yesterday © 
‘released an extensive advertising | Banner to Linick 
‘campaign in central and northern|. Herbert R. Linick, Inec., Detrgj 
California. Rio Grande has hereto-|2@8 been appointed to handle 4 
fore concentrated its sales and dis. | account of the Banner Brevi 
: : — 5 poe -~ |Company, Saginaw, Mich. The eg 
|tribution in southern California, | paign will be confined to ne wspape 
| but has long had its eye on the lu-| jpn the Middle West. 


crative northern California territory. | 


F — a bag — eee Insulite to E-W 
S$ yas é alreé F ; 
|in its invasion of an already highly The Insulite Company, Min 


|competitive market, and will dis- 
| tribute through independent dealers | ¢ Co. 
‘na sega with its established count. 
Rio Grande officials feel that the 
time is auspicious for this long | 
awaited invasion of new territory | oi 
| because every major gasoline com-/| {aM 
|pany on the coast, save one, has 
'shifted the force of its advertising a 
‘from the quality theme to that ot | Quickest Wa 
service and performance. By keep-, ,.° 
‘ing its fingers on the pulse of gaso- | Re. 
line and oil advertising Rio Grande 
‘has stepped into the breach with a 
|forceful quality drive. 


McKesson’s standardized cod jj, 


apolis, has appointed Erwin, Way 
to handle its advertising 


High speed passenger 
planes carry plates, mats, 
electros, 2,000 miles over- 
night! 


NEW LOW RATES 
NOW IN EFFECT 


Express carried in high- 
speed multi-motor passen- 
ger planes. One express 
receipt covers Nation-wide 


Stress Emergency Use 


_ Due to the unusual coincidence of | % 
|the simultaneous change of tempo | ¢a™ 
in the advertising of other gasoline 


Air, Air-Rail Service. Shi 
lan 4 — ° 7 all ie | - Pp 
| companies, Rio Grande officials feel ig prepaid Collect, or C. O. D. 
j the public will still be receptive to| 27 Ph 
a quality story if told dominantly, | sci ee 


‘and that the lack of similar adver- | 

| tising in its territory will increase | AIR EXPRESS DIV. | 
| the attention value of its messages. 
| Newspaper advertising in the San | RAILWAY EXPRESS AGENC( 
| Francisco jay territory is tied | i 

\strongly to the “Calling All Cars” 
program which the company has 
‘used on the air for some time. It 
explains that while Rio Grande | 
Cracked Gasoline is new to the bay 
‘district, it is an outstanding favor- 
,ite with police and fire departments, 
ambulance drivers, and others. 

“This super-fuel costs you no 

| more—but it gives you more—a nat- 
ural anti-kyock rating averaging ten 
points higher than non-cracked gas- 
| oline,” the copy shouts. 
, A list of newspapers in the key 
|cities throughout central and north- 
/ern California are being used to in- 
|troduce gasoline. The introductory 
|campaign consisted of two-column 
‘by four-inch cartoon teasers by 
| Steig. Full pages in two colors are 
being used throughout, although the 
San Francisco Examiner carries ad- 
vertisements which are to be in 
three colors, red, yellow, and black. 
The follow-up copy will occupy halt- | 
page space. 

The newspaper copy will back up 
the prolific radio campaign under- 
taken by Rio Grande. The Sinclair | 
Minstrels, broadcast over a national | 
network, have been extended to 
San Francisco on_ station KPO 
every Monday at 6; “Calling All 
Cars” has been extended to include 
the entire California Don Lee Net- | 
work every Tuesday at 8:30; Mona 
Lowe's “Little Revue” will be broad- | 
cast on Saturday at 7:30 on the Cal- | 
‘ifornia Don Lee Network as well | 
as the “Rio Grande California Crack | 
Police Band” at 9 p. m. on Fridays. 


ey: \ HA 

“\ “ \ - 

ws FAST FEET! Xf Ane 

|All programs save the Sinclair aS 


Minstrels originate on KHJ, Tos 45 MINUTE SERVICE 
Angeles. 6 
In addition, three-color 24-sheets - 
n addition iree-color sheets PHOTOSTATS 


'will blanket the territory during the 
RAPID COPY SERV! 


‘entire drive. 
CHICAGO ) State 6013-4 


| The account is being directed by 
1 State 5960-! 360 
NEW YorK } Vanderbiit Sa 


Hixon-O’Donnell, Inc., of Los An- 
i For All 8 


for free pick-ups, rates and information 
or any United Air Lines or 
Western Union Office 


need this. 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samp 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANE 

1323 SOUTH WABASH AVENUE, CHICAG® 
Telephone Calumet 7200 


|cisco office with Robert J. Jaynes, 
formerly with Will Russel, as man- 


| geles, who plan to open a San Fran- 
CLEVELAND Main 


ager. 


that th. 


times the potency in vitamins 4 y 


The advertisements also meni. 


oil, or normal potency and chocoly 
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CANNERS’ LABEL 
REPORT SCORED 
BY GOVERNMENT 


Advisory Committee Issues 
Sharp Statement 


D. C., Oct. 3.—The ad- 

committee of government | 
representatives named to help the | 
administration in drafting standards, 
grading and labeling provisions for | 
the canning code, has submitted a | 
to Division Administrator Ar- | 


Wushington, 


yISOI> 


repo! 

min WW. Riley in which the proposals 
i the committee on labeling ap- 
pointed under the terms of the ap- 


proved code for the canning industry 
are criticized sharply as “failing to 
yeet the needs of the consumers.” 

report is signed by C. W. 
Kitchen, assistant chief of the Bu- 
yreau of Agricultural Economics; W. | 
3, White, chief of the food control 
laboratories, Food and Drug Admin- 
istration, and Karl Hauck, of the 
NRA Consumers Advisory Board. 


The report takes issue with the 
members of the labeling committee 
on the question of discarding the 
me \ 1, and C or otber similar systems | 
fm of crading and insists that such a 
me system, plus additional explanatory | 
descriptions, will be necessary in) 
order to inform the consumer just | 
l what type and quality of product is | 

contained within the can. 


This 


Canners Give Reasons 


The report declares that although 
the canners had _ previously com- 
mitted themselves ‘to the develop- 
ment of a comprehensive system of 
descriptive labeling,” the suggestions 
made by the canners are not consist- | 
ent with this commitment. 

The 
Bo 
sons: 

Ss 1. Impossibility of measuring 

. favor will make grades unreliable | 

NC and uninformative, thereby deceiving 
consumers. 

ne 2. Clear statements are better than 

grades, 


canners disapproved of the 
system for the following rea- 


ai 3». Complete quality grades are un- 
me enforcible as to accuracy because of 
the necessary inclusion of factors in- | 
ipable of objective definition. 


4. Danger of misbranding because 
ii temptation to overstate grade and 
lecause of knowledge of unenforci- 
bility. 

4. Complete grading will eliminate | 
the multiplicity of grades now used | 
tid competition will force canners to | 
jack to the bottom of announced | 
grades. 
5. Danger of 
‘tuated sections 
‘he permanently 
iding to “freeze 


forcing favorably | 
of the country to 
lower grade level, 
” prescribed grades 
‘low the existing commercial levels 
th consequent damage to trade, 
isunier and grower. 


Complete Disagreement 


‘he government’s advisory 
lee deciares that ‘we disagree 
‘i the canners’ committee that col- 
‘ve quality designations are im-| 
‘tical and must be rejected in any 
fram of quality labeling for the 
teht of consumers,” and further, 
*do not believe the objections in- 
‘led by the committee are well 
tiled or demonstrate that grades 

cvrade labeling cannot be 
pted.”’ 


com- 


' is declared that the advisory 
Nitree of government representa- 
S“holds no brief for any particu- 
Sysiem of conveying to the con- 
*r the vital information concern- 
‘ality which is being insistently 
anded and which, therefore, in 
Pulp ion, must still be squarely 
the industry,” but that in the 
ence of a more simple and logical | 
ne of quality nomenclature, the | 
‘,C or the 1, 2, 3 designations 
best suited for informative 
Ing purposes.” 
report asserts that consumer 
‘ “will be met by the inclusion 


lon canned foods labels of the follow- 


ing information: 


“1. A concise, truthful statement | 


of grade. 
“2. Such additional explanatory 
| statements as style of pack, count of 


pieces, size of units, number of serv- | 


ings, as may be appropriate for the 
product.” 

The canners’ report is further criti- 
‘cized because it asserts that such a 
plan “would result in placing such 
multiplicity of information on the 
label that it would merely result in 
consumer confusion.” 

“It is our thought,” 
committee says, 
the method or 
quality information to the consumer, 
the factors such as color, 


the government 
“that re 


af 


or Obu Aarr eh 


They ~ 


gardless of | 
system of conveying 


texture, 


| 
and tenderness should precede or ac- 


company, rather than follow, the dis- 
closure on the label of information 


|which goes no deeper than shape, 


size, style of pack, seasoning, etc.” 
Standards Available 


“The Department of Agriculture 
has worked out plans looking to the 


complete standardization of canned | 


products in such manner as to leave 
no doubt as to their enforcibility, and 
has already formulated a draft of 
quality standards for canned toma- 
toes sufficiently definite and objec- 
tive to be enforcible in an action 
under a criminal statute,” the report 
continues. 

The canners in their 
vision 


report to Di- 
Administrator Rilev had asked 


OE REN re 


Stand Up and Cheer” at the ping of the pig- 


skin. Yet football is only one of the interests of the 


modern woman. 


To win respect and enthusiasm her magazine 


must be much more than a technical journal of 


home management. That is why she has given 


Woman’s 


in its field. 


She likes its terse presen- 
tation of household news— 


its professional authority on 


THE CROWELL PUBLISHING COMPANY - NEW YORK 


COLLIER’S 


WOMAN’S 


Home Companion the largest circulation 


HOME COMPANION 


WOMAN'S HOME 


Coiiipanion 


that a “descriptive labeling commit- 
|} tee" be appointed. 
ernment’s advisory committee replies 
that the new group should be desig- 
nated “the committee for the formu- 
lation of standards of quality as con- 
|templated in the executive order of 
the President.” 

The report, which canners feel is 
actually the voice of the administra- 
tion, concludes: 

“We believe it to be in the interest | 
| of both the industry and the public | 
| to adopt the principle of quality 
| standards and grade labeling, 
| proceed with its application as rap- 
idly as enforcible grades are promul- | 


|gated. Since Department of Agri- 
culture grades of this type for 


canned tomatoes are 


questionnaire ... are football fans. 


homemaking—its personalized response to service 
requests; she likes even more its constructive 
attitude toward her development as an individual. 

The Companion’s alignment with the expanding 
interests of its readers touches the maker of every 
woman-bought product and service. The more 
active the woman, the keener her shopping appetite. 


Her new wants mean new wealth, for advertisers. 


Re) 


= ae ee 


- THE AMERICAN MAGAZINE 


To this the BOv- | 


and to| 


available, it is | 


... In the October issue of Woman’s 
Home Companion—a football article 
by Glenn S. (“Pop”) Warner. WHY? 
Because a third of the Companion 


readers ...who answered a recent 


A woman can do more than 


manage a home—provided she 


- THE COUNTRY HOME 


| the recommendation of the commit- 
tee that they be adopted immediately 
|for labeling purposes.” 


Coast to Be Covered 
in Toothpowder Drive 


Brewer-Weeks, San Francisco 
agency, has been appointed to han- 


‘dle advertising of the Leslie D. 
Whitney Company, maker of L. D. 
|W. salt toothpowder. New spaper s 


and radio will be used for the “new 
salt toothpowder that’s pleasant in 
| taste.” 

Newspapers are now 
lin the San Francisco Bay area, 
throughout the valley regions, and 
lithe San Francisco Peninsula. The 
‘radio campaign is a new member 
lof the “Women’s Magazine of the 
Air,” heard over KGO, NBC outlet. 


being used 


+ and that’s why we talk football” 


does that well 
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ADVERTISING AGE 


October 6, 193, 


New York, Oct. 4. Four-color 
bleed pages in leading national maga- 
zines and a Jack Benny 
coast radio program will be used by 
General Foods Corporation to advise 
housewives that a new Jell-O, with 
flavor twice as rich and deep as be- 
fore, is now available in the old 
familiar package. 

The new copy will appear in No- 
vember issues of the magazines. first 
out being True Story this week. The 
radio campaign starts Oct. 14, 7 to 
7:30 p. m., EST, with rebroadcast to 
reach the West at 8:45 PST. Featur- 
ing Mary Livingstone, Frank Parker 
and Don Bestor’s orchestra along 
with Benny, it will continue through 
the fall and winter. 


Urged to Make Tests 


In the magazine advertising, Gen- 
eral Foods issues a challenge in the 
form of urging a triple test by the 
consumer. The advertising is very 
largely pictorial, having a table set- 
ting showing a large mold of Jell-O 
in the upper half under the line, 


IMPROVED JELL-0 
OFF WITH SMASH 


coast-to- 


DOUBLE ACTION 


Wertnghouse * Hendy Service Stores 
OSPR An me re menos omen 
40 Si PACKACES <==. 
CIVEN AWAY! 


Weenaghouse * Mandy Service Stores 
Ogee & en Commowt come | 
40 Si PACKAGES <== 
CIVEN AWaY! 
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HANDY SERVICE STORES © 


&) HANDY SERVICE STORES 


Ne ee ee 


__ The J. W. GREENE Co 


These two Westinghouse dealer 
advertisements together occupied 
almost a full page in the "Toledo 
News-Bee" last week. They are 
identical, except for reversal and 
signature, and ran exactly as 
shown here. 


“now it tastes twice as good” and a 
pleased young woman making the 
triple test below. 

Consumers are urged to open the 
package and sniff the fresh-fruit frag- 
rance of the dry crystals, to smell 


CATCH THEM 


the pure aroma when they are dis- 
solved in warm water and to taste 
the finished dessert for the twice-as- 
rich flavor. 

The exclusive new process of 
| blending fresh fruit flavors into gel- 
atin crystals, according to Lawton 
Campbell, Jell-O sales and advertis- 
ing manager, was developed in Gen- 
eral Foods’ research laboratories. 
The twice-as-rich claim is based on 
actual tests of desserts and salads 
made with it. 

In addition to general women’s mag- 
azines, the bleed pages will appear in 
Country Gentleman, Farmer's Wife, 
and Household. General Foods’ sales- 
| men are distributing window posters, 
/counter and window displays and 
|other tie-in material. Newspaper ad- 
vertisements in leading papers will 
call attention to the radio program. 


Heads Burlington Mills 


William A. McMillan, formerly gen- 
eral manager of Cities Service Com- 
pany, Milwaukee, has joined the 
Burlington Mills, Inc., Burlington, 
Wis., as president. 


| Has Golden Jubilee 


| The Lima News, Lima, O., will is- 


| sue a Golden Jubilee Edition Oct. 7 


|containing articles about the 


city, 


well as on topics of national interest. 


EOPLE don't "'stay put’. Much 


restless, on the go. The well-rounded advertising 


campaign, therefore, must include messages which catch 


them on the run. 


Only posters will serve that purpose—vivid, exclamatory, 
inescapable—with messages that "He who runs may read”. 


For fullest emphasis in delivering those messages, ''U S" 
offers you uncommon facilities: An office near you, for 
personal service; two plants (Erie, Pa., and Newport, Ky.) 
devoted to poster production; ability to reproduce original 
art with utmost fidelity; and a keen comprehension of the 


marketing set-up for a vast number of products. 


That last point is significant: It results in "team-work" 


with you and your advertising agency, because the "U S" 


organization fully understands your 


and knows how to co-ordinate various forms of advertising. 


THE UNITED STATES PRINTING 


& LITHOGRAPH 


“A Nation-Wide Service” 


BOSTON KANSAS CITY 
CLEVELAND MINNEAPOLIS 
DETROIT PHILADELPHIA 
INDIANAPOLIS 


CINCINNATI, 320 Beech St. 


NEW YORK, 52-V E. 19th St. 
CHICAGO, 205-V W. Wacker Dr. 
BALTIMORE, 420 Cross St. 


of the time they are 


merchandising efforts, 


COMPANY 


PITTSBURCH 
SAN FRANCISCO 
SEATTLE 

ST. LOUIS 


Animated trade-mark, product illus- 
tration, snappy sales message, used 
in 3-sheet form at the point of sale. 
Produced by the Donaldson "US" 
Plant, Newport, Ky. 
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SUPERCHARGED 


1935 GRAHAM 


- é . ©), . 7 J R 
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"Speed 


plant, Erie, Pa. 


and Power'’— says this Graham 
poster—emphatically. The Agency is N. W. 
Ayer & Son. Poster produced at Erie "US" 
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‘THIS WEEK’ TO 
- BE DISTRIBUTED 
BY 21 DAILIES 


New York, Oct. 4.—The new Sun- 
{day magazine supplement, This Week, 
will be distributed with 21 metro- 
| politan newspapers having an aggre- 
gate circulation of 4,051,285, based on 


|}came known here this week. 
The publication, to be issued by 
United Newspaper Magazine Corpora- 


will be entirely in gravure, both 
monotone and color, and it will make 
its appearance Feb. 24, 1935. One 
page in monotone will cost $10,000; 
a page in black and one color will 
be $10,800; and a page in full color 
will be $11,200. The publication will 
be a tabloid, and pages will contain 
1,000 lines. 

Publications which will distribute 
\the magazine are Atlanta Journal, 
| Baltimore Sun, Birmingham News & 
| Age-Herald, Boston Herald, Buffalo 
| Times, Chicago Daily News, Cincin- 
| nati Enquirer, Cleveland Plain Dealer, 
| Dallas News, Detroit News, Indiana- 
| polis Star, Memphis Commercial Ap- 
peal, Milwaukee Journal, Minneapolis 
| Journal, New Orleans Item-Tribune, 
New York Herald Tribune, Omaha 
World-Herald, Philadelphia Record, 
Pittsburgh Press, St. Louis Globe- 
Democrat, and Washington Star. 

The Sunday editions of all of these 

papers, except the Chicago Daily 
News, will carry This Week. The 
News has no Sunday edition and will 
distribute the new magazine with its 
| Saturday edition. 
J. J. E. Hessey of Gravure Service 
| Corporation will be advertising man- 
ager of This Week, Robert B. John- 
son will represent the publication 
|in Chicago, and Ray H. Haun will 
head the Detroit staff. 


Ferris Forms Agency 
Earle Ferris has formed Radio Fea: 
ture Service, Inc., and opened offices 
at 41 Fifth Ave., New York. 


Start ‘Double 
Sampling’ of 
Two New Soaps 


Camden, N. J., Oct. 4.—Supporteg 
by newspaper advertising, 
sampling” is being utilized hy ty, 
Iowa Soap Company, of this cit 
Burlington, Ia., to acquaint « 
housewives with the virtues of \jagj, 
Washer for both clothes and dishe 


|and Protex, a toilet soap. 
|A. B.C. reports for March 31, it be- | 


Full-size samples are being (eliy 
ered to the consumer’s door jp 


house-to-house campaign. The mes. 


|sengers deliver not only samples, py 
tion, with offices in the Graybar Bldg., | coupons redeemable at grocers for ap 
|}additional package of each produet 


Quarter-page newspaper advertige. 
ments are telling the populace that 
eight full carloads will be distribute 
free in this manner. The copy fea. 
tures the trade-marks of the com. 
pany. 

The Iowa Soap Company has com. 
pleted introduction of its line in the 
middle west by these methods. Judg. 
ing by the company’s activity, the 
sampling method has won it a large 
following. 

The company came to Camden last 
April, occupying the plant formerly 
owned by the old Dobbins Soap Mfg 
Company. New equipment has been 
installed and in addition a new build 
ing is in course of construction. 


— 


Wittstein, Hamilton Stay 
With Globe-Wernicke 


The executive personnel of The 
Globe-Wernicke Company, Cincinnati} 
manufacturer of office equipment and 
supplies, remains intact following 
completion of its reorganization, J 
S. Sprott, president and general man- 
ager, announced this week. 

H. H. Wittstein continues as vic 
president in charge of sales, a pos 
he has occupied for many years. 6 
W. Hamilton is sales promotion and 
advertising manager. 

The company is said to be the first 
large concern reorganized under the 
Federal Corporation Reorganization 
Act adopted by Congress at its last 
session. 


purchases! 


or suburban home. Every 
copy influences from two 
to a half dozen readers de- 
pending on the size of the 
family circle. You can do 
‘| wonders with advertising 
‘| in a champion medium 
like The News. Try it! 


The Detroit News has better 
than 8490 of its Sunday and 
94% of its week-day circulation 
concentrated in the Detroit 
Trading Area, where the better 
the section, the better The 
News covers it, It has the 
largest circulation in this area 
of any Detroit newspaper! 


New York 
I. A. KLEIN, Inc., 50 E. 42ND ST. 


Detroit is a Champion 
Town and The News a 
Champion Newspaper 


Today Detroit is in the van of recovery. Retail sales keep 
topping 1933; employment is ahead of any recent year since 
1930; vacant houses and flats are vanishing. The Detroit 
News is FOURTH in the United States in total advertising. 


What a market and what a medium!’ A city of 1,800,- 
000—optimistic, cheerful and eager to make postponed 
A newspaper with thorough coverage of the 
financially able homes, and with a following that relies on 
it as the purchasing guide of the community. Practically 
every copy of The News is delivered by carrier to a Detroit 


| The Detroit News 


| THE HOME NEWSPAPER 


Chicage 
J. E. LUTZ, 180 NO, MICHIGAN 
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IK CONDEMNS 


NEW THEORIES 
ON PRODUCTION 


pachies Law of Plenty to 
Insurance Men 


we, N. Y., Oct. 4—Arguing that 
measures of the federal govern- 
ot to end depression have 


pped industry into a=_ strait 
wket, from which it must be re- 
sed. Alfred T. Falk, director of 
earch and education, Advertising 
eration of America, told the In- 
gran Advertising Conference 

Monday that he is confident 
at common sense will cause a re- 
sion of policies. 


\r. Falk expressed particular 
rm over enforced curtailment of 
duction. If this continues, he as- 
red, the function of selling goods 
| become much less important 
han at present, since it is only in 
nera of plenty that manufacturers 
with one another in offering 
ster goods at lower prices, en- 
yoring to influence the con- 
mers choice through advertising 
nd other selling efforts. 
These efforts to sway the choice 
the consumer and to create new 
sires,’ said Mr. Falk, “tend to 
crease the total volume of goods 
msumed. This makes a more rapid 
mover of existing purchasing 
wer, resulting in a greater annual 
roduction and distribution of 
ealth, with benefit to all who par- 
cipate.”” 


Not Enough Goods 


Analyzing the prosperous year of 
9, Mr. Falk asserted that about 
iper cent of the country’s total 
jant capacity was utilized. De- 
ite the high rate of production, 
tories failed to turn out enough 
ds to provide a_ satisfactory 
andard of living for a large part 
(the population. Quoting figures 
the Brookings Institute, he said 
itin that supposed year of plenty, 
per cent of all families did not 
ive enough income to provide 
standard of living embracing an 
juate diet at moderate cost. 
The seale of living which in- 
ludes this liberal diet,” he _ ex- 
lined, “ig normal for an annual 
me of $5,000 for a family of five 
sons. If the 90 per cent who do 
‘now enjoy this scale of living 
eto be raised to this standard, 
would require a 75 per cent in- 
ise above 1929 volume in the 
hoduction of all consumers’ goods 
satisfy their needs. 
These are tangible figures based 
1 the wants and desires which 
fre actually fulfilled by one-tenth 
four population in 1929. It is easy 
imagine that unfulfilled con- 
imptive desires were many times 
£1929 peak of production. With 
Y 20 per cent idle plant capacity 
1929, it is plain that we have a 
i Way to go before we are able 
Produce all that our people 


Figures Are Deceptive 


'. Falk said that figures of im- 
-‘*tent in the country’s economic 
‘ton are deeeptive. Cost of pro- 
“on was made higher by a 22 
* cent increase in hourly wage 

Prices of goods were ad- 

“ed, department store prices, for 
“ice, being raised 13 per cent 
‘year. Since department store 

‘in July, 1934, were only four 

"tt above a year ago, Mr. Falk 

‘ced that physical quantity of 
“S soll was eight per cent less 

In July, 1933. 

‘is time to discard oversimpli- 
, cademie formulas,” said Mr. 
“ and to return to tested first 
“ples. Despite natural obsta- 
tificial handicaps, we will 

merge from this confu- 

ind stronger, and in full 
| of that measure of in- 
‘reedom necessary to at- 
greater heights of mate- 


rial prosperity and economic satis- 


faction. Advertising will do _ its | New Automatic 
1 aes _ Sampler Helps 
Buys “Medical Digest” Jergen s Sa les 


Williams & Wilkins Reese | 
Baltimore, has purchased Current | 
Medical Digest. Dr. Samuel M.| .,, : 
Wagaman continues as editor. Of- | Cincinnati, V., Oct. 
fices are at Mt. Royal and Guilford |@t the point of sale, which makes 


Aves., Baltimore, and advertising it possible for the consumer to buy 
representatives are George B. Hoyt | when desire is at its height, is be-| 
and N. B. Levy. ing used by the Andrew Jergens 

Company, manufacturer of Wood- 


4—Sampling | 


bury cosmetics. 
The medium is a metal semi-cir- | 
the A Ww C cular counter display, with auto- 
y . "2. au € *. e . . 
of t ne ngostura-Wuppermann Cor: | natic samplers of different shades | 
poration, has resigned to open offices | f ie tee eile mel Gente len 
for the firm of Wm. H. Kemble and | DOWeer, Mp Stick and rouge. Ane 
Sons. 250 Park Ave.. New York,| Samplers are outside of the display 
which will act as sales counsellor. the prospect simply pushing | 


Starts Own Company 


William H. Kemble, vice-president 


| 
| 
| 
; case, 


a plunger which allows the desired 
shade to drop on her puff or hand- 
kerchief. 

The new display and samplers 
are given to dealers who stock a 
certain amount of goods, their use 
thus being confined to dealers with 
a high turnover. 

The displays have a window in 
the center, illuminated to show the 
product in its package. 


Agency Makes Changes 
Wendell O’Neal has been trans- 
ferred from the Dallas office of Beau- 
mont & Hohman to the copywrit- 
ing department of the Cleveland 
branch. Marvin Winsett, who for- 


merly conducted his own agency in | 


Waco and Dallas, has been appointed 
an account executive. 


White Is NBC 
District Head 


| Robert H. White, active since 1928 
jin planning and directing radio pro- 
grams for automobile accounts and 
previously advertising manager of 
Pontiac Motors, General Motors Ra- 
|dio Company and Delco-Light, has 
been appointed Detroit district man- 
ager of the National Broadcasting 
Company. 

Don U. Bathrick, who vacated this 
| post, is now assistant general sales 
|manager of Pontiac. 


Callahan’s New Work 


John C. Callahan, former advertis 
|ing and promotion manager of the 
| Yorktown Wholesale Grocery Com 
| pany, York, Pa., has joined the edi 
| torial staff of the Progressive Grocer. 


“What! All those Radio Listeners 
...in the Daytimer” 


We knew there was a tremendous po- 
tential daytime market for broadcast 
advertisers. We knew daytime radio 
hours constituted an amazing ‘‘class” 
market at a ‘‘mass’’ price. But it was 
not until the results of a nation-wide 
survey by the Market Research Cor- In other words, 
poration of America were in that we 
realized its actualities and its possi- 
bilities, to the fullest extent. 

We discovered, for example, that 
the number of daytime ‘‘lis- 
tening homes’’ averages 53% 


of the evening number— 


considerably higher than had 


ever before been estimated. We 
discovered, further, that the average 
number of Monday to Friday day- 
time radio homes with people in 
them is 14,975,196 for the United 


States—94.9% of the evening number. 


much larger regular daytime listen- 
ing audience and, second, an amazing 
potential audience. Here, then, are 
actuality and possibility which, under 
the influence of good com- 
mercial programs, can be built 
into a great force for moving 


goodsinto homes—aforceex- —! 


of evening 


we found: first, a 


NATIONAL 


Name____ 


Address 


New York Ciry 
Please send me the rest of the story on Day- 
time Radio Hours. 


erted upon an audience composed 
mostly of women. We offer vou NBC 
Daytime Hours—a ‘‘class’” market at 


a ‘‘mass’”’ price (daytime rates are half 


rates). For full details— 


time availability, program and talent 
ideas, merchandising tie-in sugges- 


tions—fill out and mail the coupon. 


BROADCASTING Co., INC. 


cccascassssssssecsaced 


i 
ww 


NATIONAL BROADCASTING COMPANY, INc. 


A RADIO CORPORATION OF AMERICA SUBSIDIARY 


NEW YORK, WASHINGTON, CHICAGO, SAN FRANCISCO 
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, — an x .- 
a FO WI p T EA and a rigid price protection peter 5 h t G ° 
HIRAM WALKER’S LLO NG U HE CLUB - D has been adopted. The sales organi- oO ns on alns | 
zation has been greatly increased to} 
Meret do intensive specialty sales work on | New Dealers by 
) , . ‘ t basis. « 
| WS year ol Bended Base Whee & permanen - Pan ° 
CANADIAN CLUB ae ee A typical piece of copy, discussing =»-« Anlarging Ling | 
Loaded 6 Harem Waller blends, illustrates the frankness of U 
the new advertising: eee 
| “Let’s take the joker out of repeal. Milwaukee, Wis., Oct. 3.—gp» 
The joker in the deck is the false cessful was the Robert A. Johpng, 
notion that whisky to be good must Company in the merchandising ,, 
be ‘straight,’ but harsh green straight | “yum-Yum” cookies that, in ord. 
Three New “olub”’ Blends whisky is no joke. For a drink that’s satisfy the grocers’ constant dems, Th 
‘according to Hoyle’ just pamper your | for a new seller. it is following . 
4 ar in New York palate with fully ripened, bonded- this line with anew product thei : 
I pe base King of Clubs, Queen of Clubs,!jand Wafer, to be mer an 
Jack of Clubs! Revel in the silky along the same lines. “Yu n-¥p 
smoothness and aged-in-wood flavor | were jntroduced the last weet 
Now Fork, Oct. o Playing the ates that says ‘here’s old time whisky.’ ” August. = W 
cards in the club suit, Hiram W alker The copy link between the blends! pjiverting from its regular poli. {Mf °°" 
; & Sons this week started advertising, and the Hiram Walker ace is shown | gia ts aetiien: tee rot Mb to 
employing familiar bridge and poker by the statement “three blends about ci eee che pec. We whi 
expressions, three new blends based which there can be no debate be-| .ookies to the public at tae: p bac! 
on its reliable old ace, Canadian Club. }cause their origin is undebatable. | ¢,). ten cents, which amounts t, “ee that 
‘Teaser copy started me game oll,“ Half-page newspaper advertisement which introduced the new ee hag teagan mgs royal pier proximately 21 cents per pound. Dl. 
act with the first large insertion sched- "Club" blends of Hiram Walker to metropolitan New York. ies is blended from e same aged | |... handling the cookies and dis», 
; uled for this week-end. and bonded stocks that have made], , si Maa whe 
2 - —— —— é ‘ : oA ing the attractive Cellophane-coye, 
fe In the initial 13 weeks, $100,000 | : , ‘ Canadian Club the Ace of Clubs. sentaines om thelr Gemstone ; re 
aie . : le of pages, | Clubs, Queen of Clubs and Jack of manager of Hiram Walker & Sons. ee fie ; , ae “T 
will be spent on a schedule of pages, waa ant " " . ee i inked ‘given a line in the 60-inch 1 
half-pages and quarter-pages dis- © ubs. 1e New York metropolitan | The advertising agency is etcher | e ° ; f : . e and 
tributed among the New York Times, | market was selected as the first to|& Ellis, Inc. Chadwick with Graybar ote fet pager acon ee ny on ctil 
News, World-Telegram, Sun, Journal,|be opened. The playing card theme | , ae Thomas E. Chadwick, since 1931|P@2y and a streamer for their wi o,.,, 
Herald Tribune, Newark Evening | Spices up the copy, where it is used Price Is Maintained (4 field representative of Kelvinator | dow in red and white, a reproducig 
News, Brooklyn Eagle and New) xlong with the poker and bridge ex- New sales policies have been put | Cosporaten, hes been appointed ses “ the Rownpaper aavertinomey part! 
' ! acuiiateet ioe is aie if : : : * a sales executive position with Gray- So successful, was the plan, Wim? 
Yorker. pressicns as an illustrative motif. into effect in connection with the 4)» wroetrie C ee as 4 ee ' pose’ 
a ef : : aba ; _bar Electric Company. He will be|500 new accounts were opened on fm. 
The new products, bearing labels) The campaign is under the direc-| campaign. Distribution is restricted | general merchandise manager for strength of it A pproximat ly ng | 
of playing card design, are King of | tion of James B. Melick, general sales|to a limited number of wholesalers | Cleveland, Akron and Toledo. ; nti ers W oe * i Wise * ie 
ame ; _| newspapers were used in Wiscon x 
— ~=|Tlinois, Minnesota, Michigan sedi 
! me 
/lowa, the five states in which mare 
/company sells its cookies, with on 
ee | proximately an average of 80 na jiffic 
|to the advertisement. In one tog ae 
| a lt Grand Rapids, Mich., the firm: J. 
|vertisement carried 275 names es 
. < = when 
|cording to Walter Haise, advertis ‘wate 
e rg |manager of the firm’s biscuit 
C CosTiIn ou saies ae 
’ <@ The campaign proved excepti As] 
a jally valuable in opening new Mon 
counts, and its advantages are bei ioree 
followed up with the Holland Wa pepjic 
line, with the object of selling HJ *jopq 
new accounts the firm’s entire Birgkey 
j of cookies. The firm’s advertisingGi yoy), 
‘handled by Klau-Van Pietersoml@@ ino, 
| lap-Associates, Inc. 
eon GEREN 
Edmund Gress Dies 
Edmund G. Gress, editor of ! 
| American Printer, New York, 
| 1930 and after that head of a pi 
ing consultant firm and _ writer 
books on typography, died at 
|hdéme in Floral Park, L. I., Sw 
| He was 62. 
aii linen ous 
Tracy Promoted §***’ 
| William R. Tracy, former 4 
|} manager of Hudson Motor Car | 
pany, has been made general 2 
ager of the company, succe 
Chester G. Abbott, resigned. 
| ene 
° “ ” 
| Jenkins to “News i 
John Jenkins, former publici! tea 
rector for Frederick & Mitchell 
| cago agency, has joined the () 
| Daily News as automotive edit” 
Has Special Edition® 
The Galveston, Tex., Daily is 
published its annual trade eé oe 
containing numerous special aig) 
on Galveston and Texas busine® and 
VOCt,. 2. 
— -_ lated 
ee, 
A Complete 
; Produetion Sert 
* Cae er sn sage mnere .° we a wine adherents 
a | CLASSIFIED TELEPHONE If prospeets can’t find who sells your brand they Il ac- ELECTROTYPES 
I DIREC ‘ept something just as good.” Don’t risk Losi se 8: 
Is TO cept” something just as good.” Don’t risk losing these sales. 
a Addressing Machines : Make it nine for pinnate to find vour eitiiteed rep- MATRECES 
om ADORESSOGRAPH Wen) A < STEREOTYPES 
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ADVERTISING AGE 


gctober 6, 1934 
|continue to use swatches, doubtless 
Congress will inquire into the matter 


>A —_— 
, SWATCHES STILL with danger of curtailment of second 


V class mailing rights.” It was recalled 
. 


|that upon the earnest solicitation of 
| publishers the Department had not 
4 . 


|raised the rate upon the advertising 
| pages of periodicals. This was true, 
that there is now an annual “book 
loss” of approximately $75,000,000 in 
j 
May They re Absolutely Illegal, The hint was inescapable that if 
Ng y 9 | publishers use swatches in spite of 
e But What of It’ | warnings by the Post Office Depart- 
Yu and publishers might not expect the 


carrying second class matter. 


the officials said, in spite of the fact 
ment, there would be “reactions,” 


eh Washington, D. C., Oct. 4.—The | Officials to look with favor on pleas 

post Office Department is unwilling | for favorable rate considerations. 

i ~ “crack down” on newspapers; Inquiry at the Solicitor’s office of 

DOW which use swatches, but refuses to|the Department revealed that the 

Yu back down one iota on its contention | matter of swatches had never been] rect mail will be used. 
dow spat their use is, and always has ae é ihc 


under consideration there, although |\Cgmmmitteemen Picked 


all legal matters must pass through by Los Angeles Club 


that office. In fact, officials there | ; . . 
seized upon the unique opportunity The Advertising Club of Los An- 


to increase their store of knowledge |8eles has chosen the following 
by asking ADVERTISING AGE for a defi- | Chairmen of standing committtees: 
Maas 7 gchar pin lattendance, Allen W. Wooley; at- 


nition of swatches, whereupon the /|tendance prize, Nick Harris; “Blue 
thought was advanced that if the edi-| pencil,” Douglas Buckler; bowling, 


tion of the newspaper which carried|C¢. J. Elsasser; budget, Fred W. 

the samples was not distributed|Meyer; civic affairs, Robert L. | 
through the mails, there might be | Smith; 

no technical violation. Club contacts, J. A. Hazard, Al- 

|\fred M. Eskridge; direct mail, 

i ee Howard W. Rosine; finance, H. 

A e t D & Cc |Lewis Haynes; fraternal, Carl A. 

ppoints oremus oO. | Bundy; Friday advertising forum, 

Budd & Votaw, San Francisco,| Daniel L. Scott; golf, Hollis M. 

makers of Pebble Beach cravats,| Wade; Good Samaritan, J. E. 


have placed their account with the | Dwan; 

San Francisco office of Doremus & Graphic arts, Fred G. Swartz; 
Co. and will start a campaign imme-| membership committee, Guy T. Bur- 
board membership, W. D. 
Thurber; news bureau, Harry Ham- 
mond Beall; past presidents coun- 


diately in which newspapers, radio, | roughs; 
car cards, window displays and di- 


‘0 @@ been, illegal in publications entered 
as second class matter, regardless of 
whether or not the swatched copies 
‘OV ore sent through the mail. 


> We “The use of swatches is improper 
| DWE ond illegal according to the statutes,” 
he ca scting Third Assistant Postmaster 
IT WR general R. M. North told ADVERTISING 
duct \ce when asked to redefine the De- 
ent. B yartment’s position. “We are op- 
An, | posed to it and see no way of juatity- | 
1 00MM ine the practice with the plain word- 
tely ing of the statutes.” | 
SCOns NX. B. Wentzel, under whose im-| 
on i nediate jurisdiction the perplexing 
Lich @ problem of defining second class mat- | 
With @M ter rests, admitted that there was | 
" DAM difficulty in enforcing the Post Of- | 75,000 
le WWM ice's ruling. Mr. Wentzel was called | 
rms @ in on the conference by Mr. North, | 
Mes, @vhen the matter was discussed with | 
Verusl AnverrIsinG AGE, 
scuit 
No Action Anticipated 
xcepll Asked if the Post Office Depart- | 
neW @mnent expected to take action to en- 70,000 
ire be force its decision the purport of the 
id Wi replies by the officials was that. 
ling Hjegal action is difficult.” This was 
itire Maken to mean that no definite action 
rtisinf™ would be taken other than “warn- 
‘som#ings” and “representations,” and con: | 
ferences With attorneys representing 
the papers involved. 65,000 
Jies There was a frank discussion of all | 
. BBiactors of the situation. No attempt | 
car gs made to conceal the difficulty in 
fap which the Post Office Department 
write M2Us itself in its desire to enforce its | 
dd at @euling. The discussion indicated the 
. Sunf#Pollowing: 
The Post Office Department, 60,000 
through the Third Assistant Post- 
od llaster General, affirms most em- 
: platically that swatches in news- 
mer § pi 5 
Car papers “change the character of the 
eral mpwdlication,” jeopardizing second 
Succes lass rights. 
d. -. The Post Office Department 
‘calls to the attention of pubishers” 55,000 
ws” ts attitude in this matter. This is 
rblicit signed as a “warning.” 
chell The Post Office Department is 
he Ch t present unwilling to go further 
e edi@an define its stand and has made | 
h0 representations to the Solicitor’s | 
ition fee calling for legal action. There 
wr Te no indications or statements, at 50,000 
de eilm—.: ‘me, looking toward “further JAN. 
ial ate lon” other than putting the above 
usines land on record. 
; 4 Although no action is contem- 
= lated to enforce its ruling, the Post 
___-ae ice Department will grant “no per- 


ts for the use of swatches.” 
May “Remedy Itself” 
lt is recognized by high officials 
*ho have discussed the subject can- 
“aly and frankly that the foregoing 
BS inco) sistent. “But what more can 


FEB. 


cil, Clarence A. Lyman; pay your 
dues, John J. Messler; public 
speaking, W. Irvin Brennan; 

Reception, B. C. Roos; social 


events, Louis Aber; stunts commit- 
tee, Roy S. Kellogg; Tuesday meet- 


|/ing program committee, Charles F. 


Maguire; welcome new members, 
Herman A. Nater; window display 
departmental, R. L. Sawyer. 


Dionol Picks Agency 


Advertising of the Dionol Com- 
pany, Detroit, maker of medical prep- 
arations, has been placed with Root- 
Mandabach Advertising Agency, Chi- 
cago. 


Names Gale & Pietsch 


yale & Pietsch, Ine., Chicago 
agency, has been appointed to handle 
advertising of Reminder parcel 
shelves, product of Kent Mfg. Com- 
pany, Chicago. 


UTOMOBILE 


MAR. APRIL JUNE 


MAY 


TRADE JOURNAL 


Is Publication “A” In This Chart 


66,39 


(June A. B. C.) 


AUTOMOBILE TRADE JOURNAL 


Leads In Paid-In-Advance Subscribers 


& do?” they ask. The “next step” 
ter “calling it to the attention” of 
ie offending publishers is denial of 
lass mailing privileges. Such 
s crucial and definite and 
's oO vious difficulties which thus 
“tT have appeared insurmountable to 
flicials. 
other hand, it is “hoped” by 
‘icials that the situation “will 
“hedy itself.” It is pointed out that 
lewspaper publishers” dislike 
’ SWatches; that most publish- 


The above chart shows the circula- 
tion gains made by Automobile Trade 
Journal for the first 6 months of this 
year. 


It also graphs the A. B.C. reported 
circulation of Publication “B’—its 
nearest competitor in paid circula- 
tion. 


* 4re not equipped to do it except | 


Considerable inconvenience. Such 
‘les are eyed hopefully as pos- 


“ils in preventing swatches 
om 


Yenue 
Higher Rates Possible? 


Assistant 
rth 


Postmaster General 
inted out that “if publishers 


The constant gains made by Auto- 
mobile Trade Journal illustrate the 
healthy condition of this leading 
publication—and its broad accept- 
ance in its field. 


COVERAGE of the automotive whole- 
sale and retail trade is best accom- 
plished by advertising in Automobile 
Trade Journal. 


AUTOMOBILE TRADE JOURNAL 


A Chilton Publication 
Chestnut & 56th Streets, Philadelphia, Pa. 


becoming popular advertising 
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Kraus Directs Chicago 
Club Membership Drive 


Joseph M. Kraus, advertising man- 
ager, A. Stein & Co., has been named 
chairman of a committee which will 


conduct a membership drive for Chi-| 


cago Federated Advertising Club. 
The newly organized club already 
has a membership of some 450, and 
seeks 800. 
Mr. Kraus 


will supervise the ac- 


tivities of ten teams headed by Pres- | 


Ben C. Pittsford, Margaret 

R. Van Gunten, F. H. 
Bartz, C. H. Sundberg, Abe Mitchell, 
R. A. Brown, C. S. Clark and D. J. 
Hansen 


C lub’s Aneel Tea 


The annual tea of the Women’s 
Advertising Club of Chicago in honor 
of its newly elected president, Aubyn 
Chinn, National Dairy Council, will 
be held at the College Club, Sunday, 
Oct. 7 


ton Reed, 
Chase, H. 


Represents Windmann 

May Smolin, formerly with La- 
zarnick, has joined The Windmann 
Studios, advertising photography, 
New York, as representative. 


|Wear-Ever Has 
Happy Message 


Cleveland, O., Oct. 4.—Light, buoy- 
pos copy designed to impress the 
| reader with the idea that the use of 
| Wear-Ever aluminum products makes 
|}cooking and baking a pleasure, is 
| being used in a new fall campaign 
}of Aluminum Cooking Utensil Com- 
pany, New Kensington, Pa. 

Large space in newspapers in a 
number of important markets is be- 
ing used in the drive, which is di- 
rected by Fuller & Smith & Ross, 
Inc., and which features a selected 
group of the company’s products, in- 
cluding several new items. 

A typical advertisement is headed, 
“Sweet kitchen music,” and carries 
musical notes in the art. “Put light- 
hearted melody into meal-making 
with these gleaming, clean aluminum 
| conveniences,” it continues. Below 
,are drawings and brief descriptions 


| 


|of a ne 


w “tip-n-drain” kettle, a drip 
coffee pot, a percolator, and a set of 


| Saucepans. 


| cheerful smiles of 


The blithesome note is incorpor- | 
jated in 


For Housewife 


the 
items also. 


descriptions of these 
The saucepans, for ex- 
ample, are christened “the smiling 
trio,’ and Mrs. Housewife is urged 
to “treat yourself to the gleaming, 
three clean new 
saucepans.” 


Buys “Journal,” 


Transfers Wilson | 


E. S. Wrightman, formerly man- 
aging editor of the Regional News, 
Lake Geneva, Wis., has purchased | 
the Farmer City Journal, Farmer 
City, Ill, and is now located in that 
city. 

E. T. Wilson of the Farmer City 
Journal has been appointed manag- 
ing editor of the Lake ( 


Pontiac Offers Program 


Sponsored by the Pontiac dealers 
throughout the country, 
featuring Jane Froman, Frank Black, 
Don MeNeill and Betty Winkler will 
be heard Sundays at 10: 


inthe OUCTIOUBER 


SCRIBNER’S 


NOW ON SALE 


THREE NEW SLANTS 
ON THE NEW DEAL 


* Who Started This Regimentation? 


by JOHN T. FLYNN 


Flynn, the fighter, smashes a number of generally cherished beliefs about the 
course we are treading, and indicts Business as the basic source of our “‘regi- 


mentation” 
goods and services. 


through its own long-continued efforts to control the flow of 


*% Revolution By Electricity 


a program | 


30 p. m. EST. | 


FROSTED FOODS BOW 


Tomorrow the curtain rises on a SHOW OF WONDERS ! 
“THE FOODS THAT MAKE TIME STAND STILL” 


| hs, | 


ad == 


teneva paper. | 


Birdseye Frosted Foods got off 
with a bang in Syracuse last week- | 
end, aided by this full newspaper 
page and facing advertising list- | 
| ing local dealers. 
(Story on Page 1) 


ANE ACTION 
“OF GRID STARS. 
WINS SPONSOR 


(Picture on Page 30) 

Detroit, Mich., Oct. 
racy of ADVERTISING AGE’s prediction 
that Chevrolet would reply to Ford 
Motor Company’s broadcast of the 
world series by putting college foot- 
ball games on the air this fall was 
quickly verified, the General Motors 
unit this week announcing its com- 
plete schedule. 


portant college football games of the 
1934 season will be covered play 
by play, 24 stations broadcasting 
seven different games each Satur- 


ful individual stations have been 
combined to give Chevrolet full cov- 
erage in each district. 

Isham Jones, noted dance orchestra 
leader and composer, has also been 
signed by Chevrolet for an elaborate 
new series of half-hour programs 
over 85 stations of the nationwide 
Columbia network. The series will 
be heard every Tuesday at 9:30 p. 
m. E.S.T. 

The plan of blanketing a large 
part of the United States with sec- 
tional broadcasts was adopted by 
Chevrolet in lieu of national broad- 


4.—The accu- | 


| No less than 56 of the most im- | 


day. Sectional networks and power- | 


= — 


| boards to a number of UNiversity 
stadia. One has already beep in. 
| stalled at the University of De -troit 
|}and it is expected that other insta). 
|lations will follow shortly. 
| The scoreboard is 40 feet 
topped by an illuminated Chey 
emblem, and is connected by yj 
less communication with the Side. 
lines, enabling the scoreboard op- 
erators to keep “on top” of 
play. 

Another feature is a ten-foot stop. 

watch, which is designed to a 
the official timepiece for the 


ev ery 


Ct as 
Fames 


Uses Plane-Speakey 


The Pure Oil Company has ¢oy 
tracted for the exclusive use in jts 
field of tle Voice of the Sky, ney 
medium of the Plane-Speaker (opr. 


poration. 
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Battles are lost when con 
tact fails. Sales battles as 
well. Buyers out of range of 
salesmen — buyers barricaded 
behind buffers and _ closed 
doors are safe from contact 
except when they invite it. 


This is particularly true in 
the civil engineering and con 
struction field. 


Engineers and contractors 
have offices definitely located 
that’s true. But their work 
takes them to all parts of the 
country for long periods— 
even to foreign lands—where 
they have to establish tem- 
Mailing 


| porary headquarters. 
lists miss them. Salesmen 
may eventually learn their 
new addresses, but contact 
may fall to salesmen in other 
territories. Often the loeation 
is in some remote, out-of-the 
way place unreachable except 
at tremendous expense. It’s 
hard to contact them person 
ally, yet they should be con 
tacted. If they are your pros 
pects, they’re your compet 
itor’s prospects also, and he 
may contact them if you don’t 


by PAUL HUTCHINSON 


An analysis of the tremendous social and economic program now being initi- 
ated in the Tennessee Valley. Intensely interesting in its implications as in- 
dicating the thinking back of one phase of the New Deal. 


* WhyBusinessMenFearWashington 
by W. M. KIPLINGER 


Years of experience in Washington as an informal liaison officer between the 
agencies of government and business men large and small, gives a background 
from which the author can intelligently explain why (whether or not they 
should be is another matter) the average business man is frightened and 
confused. 


TWO REMARKABLE 
SHORT STORIES: 


A Start In Life, by THEODORE DREISER 
The Dark Tribunal, by WALTER GILKYSON 


Also a number of other stories, articles, and reviews, including an anonymous 
article of singular beauty entitled Under Sentence of Death ; an elucidation of 
the startling tenets of that Einstein of economists, Major Hugh Clifford 
Douglass; an authoritative critique of the leading theories of diet; and the 
ever-welcome comments on life and books of William Lyon Phelps. 


*Advertisers Note—Not a single subscriber in arrears. 


casts of single.games in order to 
give fans in each area the game in| 
which they are supremely interested. 
This is the first time, it is asserted, 
that a national advertiser has pro- 
vided simultaneous reports of out- | 
standing games in different sections. | 


Broadcasts Split Up 


Detailed descriptions of each sec- | 
tional game will be supplemented by | 
bulletins showing the progress of | 
contests in other sectors. 

Games to be broadcast include all | 
those of the University of Michigan, | 
Big Ten champions, both at home | 
and abroad; all contests of the Uni- | 
versity of Pennsylvania, whose team 
will joust with Yale, Navy, Lafay- | 
ette, Columbia and Cornell; eight 
| University of Chicago or Northwest- 
ern University games in the Windy | 
City; nine University of Oklahoma 
games; nine in the Southeastern 
/area, relating the gridiron adven- 
‘tures of the University of Georgia 
|or Georgia Tech; eight Southwest- 
jern games, featuring Texas war- 

and six of the University of 


riors; 
| Minnesota for Northwestern follow- 
ers of the sport. 


| 
| 


Erect Scoreboards 


Particular attention has been paid | 
to the selection of announcers so 
that no grandstand coach may find 
ground for criticism of the technical 
| knowledge of the broadcaster. 
| Just to be sure that no Chevrolet 
|prospect may be unaware of the 
;company’s contribution to the foot- | 
ball fan, Chevrolet is also planning | 
to supply unique electric  score- | 


Unbroken advertising in En 
gineering News-Record and 
Construction Methods main 
tains contact with engineers 
and contractors whether 
they’re in their offices or out 
in the field. Last year, for 
instance, of the 45,148 sub 
scribers to these two publica 
tions, 10,177 changed their 
addresses. The publications 
followed them because they 
paid to have them do so. 

Which, of course, is wh) 
those manufacturers who aim 
to maintain constantly thei! 
standing in the construction 
field maintain contact with 
that field by continuous adver 
Qi) ai) oa 


ENGINEERING 
NEWS -RECORD 


CONSTRUCTION 
METHODS 


McG raw-Hill 


Publications 
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October 6, 1934 ADVERTISING AGE 21 $ 
o— _ : “a ae 
| Hill Book Company and the McGraw- | li his efforts that the Inland Daily Press P H : 
* | aa é os ne friearin 
f t n | Hill Catalog and Directory Company. | Pub isher of Association was formed. He held tpo fe , Bill 
n @] r m a ‘ @] | e e many offices in the association, only on flueys Bt 
| 614. Personal Problems. Moline Daily advancing years forcing a cessation} The federal court has postponed 
2 | This is an interesting exposition of ‘ > in this branch of his activities. hearing of the application of Louisi- 
or ver isers the contents of Physical Culture and Answers 30 Mr. McGlynn entered the newspa-| na newspapers for a permanent in- 
| field der > of 13 in| junction against the supervisor of 
, of how it ties up with the story the per field at the tender age of 13 in : : : # ; 
‘advertiser is trying to tell. In other ree Washington, Ia. He served the usual | Public accounts in the case of the 


The following documents may be| words, the magazine is the “trade; Moline, Ill., Oct. 4.—P. S. McGlynn, | apprenticeship and became a printer, | ‘W° Per — apealeodeguesigs a 
secured without charge by any| paper” of every woman with a prob-| Who patterned his life after one of | serving the old Chicago Inter-Ocean, | _ The hearing will be held some time 
sational advertiser or advertising| jem, and she reads it for “business,” | Horatio Alger’s tales by starting out | among other papers. Later he turned |!" November, and meanwhile the 


agency from the companies sponsor- | pot pleasure. |as a printers’ devil and finally be-|to editorial work and it was here |‘ oe restraining order issued 
ing them, or through ApvERTISING | coming publisher of the Moline Dis-|that he found his greatest satisfac-|5¢Pt- 21 will remain in effect. ne 
re | No. 617. Cherchez la Femme. |patch, died at his home here last | tion and success. - 


Z This story, issued by the Literary | Friday. Eighty-four years old, Mr. | a ; — 
’ ‘ y ? ’ j 
No. 645. The $423,000,000 Poultry| , oe at ee pied McGlynn published the local paper ° Network Listing Starts 
rket — © Saree? oF OF | Attack Liquor C 
Market. ; ‘advertise 1 ,| for 49 years. quor opy “Network Headliners,’ cooperative 
, factual study of the poultry tiser of a line bought only by _ ate SOT Pe... : , 
cot. replete with charts and fig-|Women. This advertiser, according to| Grateful for wise advice received; TH@ Indiana Friends, in yearly | program listing sold by Radio An- 
market, replete a aq ns ith i tti i iri Sac a pais eg toys convention in Richmond, Ind., have | nouncements, Inc., which was to ap- 
nd containing also a detailed | e survey, is getting more inquir es | during his career and to which he 


: assailed liquor advertising, and ask,| pear starting Sept. 30, will start in- 
wnalysis of the market in the poultry |t#an ever before at lower cost. And | attributed much of his success, MY./in a communication to President | stead on Oct. 31, and will run every 
feld for trucks, wire, roofing mate- 7 per cent of these inquiries are | McGlynn was an ardent organization Roosevelt, that it be barred from | day thereafter in 50 leading news- 


jals, insulating materials, electricity, |COMVerted into sales. ‘worker. It was due in large part to’ newspapers, magazines, and radio. | papers. 
water systems, and a multitude of | ——— wa en = . es 
ther commodities and services. 


ures, 


7 


No. 579. Chicago ... The Great 


Central Market. | eee YOU CONTRACTORS, BUILDERS, AND DEALERS > 
A broadside giving industrial, pop- | ARE KEY MEN — IN OUR PROGRAM FOR MODERNIZING 
" ylation and other statistics about AND NEW HOME CONSTRUCTION ee ‘ eee eeecce eee Pee 


Chicago in concise form. Includes 

a large map of the city, and salient : | | 
points about 21 districts, as well as 3 Cc 
data on the various types of service . a 
rendered by General Outdoor Adver- i roe ae 
tising Company, by whom the ma- 
rerial is issued. 


No. 585. Behind the Charts. 

Lives up to its billing as “some 
tacts presented without charts abou 
the preference for NBC facilities by 
the bulk of big radio time buyers.’ 
Contains also a number of advertis 
ers’ case histories. Published by Na 
tional Broadcasting Company. 


“ght gh 


FEDERAL HOUSING ADMINISTRATOR — 


No. 612. There’s a Turn to Color in 
Magazine Advertising. 

A fascinating contrivance that 
pints out the value of color in ad- 
vertising, and especially in Cosmo- 
plitan, through the medium of a 
“turntable,” upon which college pen- 
nants, national flags, ete., are de- 
picted, as well as the products, in 
lors, of leading advertisers. 


No. 689. Charts Showing Consumer | 
Preference for Various Products. | 


: AW 
These charts, prepared by station 
WLW, Cincinnati, show consumer AW 
preferences for various types of ad- | 
vertised merchandise, such as coffee, | — * 


eee 


Ban oe 


(igarettes, autumobiles, etc. Because 
their confidential nature, they are 


upplied upon request of major— 
executives only. Only charts deal- ° ——_' 
ing with the inquirer’s own industry | 
are supplied. 
No. 601. Liberty. | —_—— 


An interesting folder developed by 
Literty Magazine which contains a 
by of the publication together with 


| 
‘ref material and charts describing | 
Liberty’s gains in advertising. e@ p r Oo 5 r a m = = 
revenue, 


0. 633. Oklahoma Comes Through. 
\ decidedly unusual book which 


* 
von toate KEY MEN COVERAGE || @ COntinuous program 
‘lpage pietures, identified as to 
“me and place of taking, the actual | : : : . 
ndition of crops in 23 Oklahoma | !he American Builder is the medium to carry 


Jinies scattered about the state. your sales message to the local building men 
‘¢ photographs were made by a 


s 8 - * 
‘aff photographer of the Oklahoma _—the KEY MEN who sell, plan, buy the ma- --of modernizing--repa Iring 
_ ing Company, by whom the terjals, and construct the jobs for millions of 

is issued, in a quick swing about 


the state i hi cae P : . 
Be ee ee ere --of new home construction 


‘ons as they are in Oklahoma, 
“ti the assurance of the Oklahoma 


maating Company that it is an NATIONAL COVERAGE Fall and winter numbers of the American Builder, timed to FHA 
‘the story’,” the introduction says. 74. American Builder is the medium to reach developments, present real opportunities for manufacturers of 
HO y serti: ’ r “iend | 5 _ bd . 
N08. 4m Advertiser's Best Friend |. 1. say coup of active contractors, build: ges Ne it 4 and — to share in the current moderniz- 
sa ! mother’s Se ae and dealers, reached by any building ing mar et whic is stea ly increasing in volume. ees These num- 
‘TENTS’ Magazine,” ace to i F i i 
Mier, yinich emphasizes the pecu. tade journal. You reach a special group bers will also help to lay the ground work for 1935 sales promo- 
saa * In the market occupied by of |600 strong local sales forces, strategically — wen ne reserve space for you in the November and Decem- 
wo er numbers 
$l Sibete Liat of Portions te located in every state in the Union. 
! é- cers. 
Published by the Portland Ore-| 
nian 


this grocery route list not SELECTIVE COVERAGE Include special reservations in your advertising sched- 


' contains explicit directions for ules for - April 1935 New,Home Reference Number 
ing salesmen to grocery outlets —at requ ar rates 

Portland, but it also contains a The American Builder affords selective cover- . 

““ctory of wholesale grocers and | : 

fers, chain store groups and buy-|*2™ enabling you to tell your story to all 


- Publishing Company giving a space can be inserted in the Dealer Marketing 


- ‘nd buying associations. KEY MEN subscribers in the regular BUILDER 1 re 
Ns OBS UcGraw-Hill. ‘ editi iH : ; ie 
os ition . . To rea 
A folder published by the McGraw- | : ch retail dealers only, setae A ‘79 
Nef ripti ac 8 2 . ° . ope 5 ° ” Rvs 
ptfon of each of the Mc-! So ction of the DEALER edition, and at special 


om | 


ICé " 4 if 
2 merican DUI der 
publications, and also an | : 


W-Hill ) : - — ee 
“ne of the work of the MeGraw- | advertising rates. 1 105 W. Adams St.; Chicago 30 Church St. New York 


‘ing 
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October 6, 1934 


Peds Ready to 
Help Relieve 


Cold Tootsies 


Los Angeles, Cal., Oct. 4.—Suffer- 
“cold feet” in winter—and 
number seems to be legion— 


ers of 
their 


are being advised to “wear Peds” by | 


Richard Paul, Inc., Los Angeles 
manufacturer of the product, through 
a winter campaign recently launched 
in the national women’s and motion 
picture magazines. 

Peds, according to their manufac- 
turer, are “warm, cozy, abbreviated 
anklets,”’ which slip over or under 
stockings or sox, and 
claimed, 


which, it is | 
have the double advantage | 


of preventing icy feet and reducing | 


heel and toe wear in hose. Made in 
wool, silk and lisle, they are entirely 
concealed within the shoe when 
worn, having, according to their 
sponsor, a variety of uses both in 
summer and winter. 

Starting from a maximum sale of 
184 dozen pairs for the high month, 
the business has grown in the last 
three years, according to Dana Jones 
Company, Los Angeles agency in 
charge of the campaign, to “a point 
where this last August, sales totaled 
11,686 dozen pairs, with distribution 


|in 1,800 chain stores, 500 department 


stores and about 300 allied outlets, as 
well as a hundred outlets in foreign 
countries.” 

The advertisement of the 
winter depicts a distressed 
young lady with each foot encased in 
a block of ice, flanked by the cap- 
tion, “If Your Feet Are Like Blocks 
of Ice This Winter—wear Peds.” 


first 


series 


The copy, which is uniformly 70 
lines, is appearing in Delineator, 
Good Housekeeping, McCall's, Picto- 
rial Review, Vogue, Woman's Home 
Companion, and in the Fawcett, 
Tower and Modern Magazine groups. 
It is backed up by a strong schedule 
in the trade press and by a direct 
mail dealer campaign. 


Twomey Leaves Store 

Harry F. Twomey, sales director 
and chief of publicity for Jordan 
Marsh Company, Boston department 
store, has resigned to form the H. F. 


Twomey Service for stores. Offices 
in Boston, New York, and Chicago 
will be opened about Nov. 1. Jordan 


Marsh Company will be one of his 


accounts. 


Cummings to Westco 


Jack Cummings, formerly with | 
Bowman, Deute, Cummings, San) 
Francisco, has joined the Westco Ad- | 
vertising Agency, San Francisco. 


IN LOW COST CIRCULATI 


/ 60 (F¢/ 
1) 18% 

oO 
CL. 
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* AMONG 
NATIONAL HIGHWAY 
PUBLICATIONS 


- 


survey prove this. 


it, therefore you 
report on which to 


RADIO DESSERT 
IS INTRODUCED 


IN NEWSPAPERS 


4.—One | 


Minneapolis, Minn., Oct. 
of the most unusual radio-newspaper 


tie-ups yet developed by an adver- | 


tiser is being revealed by Pillsbury 


Flour Mills Company in newspaper | 


copy wrapped around the eating 
habits of Bob Crane, its radio char- 
acter. The company is offering $10,- 


/000 in cash for the best names for | 


Crane’s favorite dessert. 

The recipe, developed by Mary 
Ellis Ames, Pillsbury’s home econo- 
mist who has a radio program of 
her own, is printed in the news- 
paper copy, together with a picture 
of the result. 

The contest is introduced in this 
wise: 

“You all know about Bob Crane’s 
favorite dessert, if you listen to 


|*Today’s Children’ on your radio—| 
|for Bob wants it every time any of | 


Mother Moran’s family has a party! 
And you've probably heard Mary 
Ellis Ames, in Pillsbury’s ‘Cooking 


ON 


™ your time . . . we have figured it for 
you . . . and again Roads and Streets is first 
in its field . . . this time in low cost circula- 
tion . ... $8.25 per page per thousand read- 
ers . . . nothing known in advertising or sell- 
ing could reach your prospects in the Highway 
field so cheaply and yet so effectively. 


By effectively, we mean in a medium that they 
want, that they read, and prefer. Let a recent 


If you haven't seen a copy, 


ask us for the National Highway Publication 
Survey. We did not make it, nor did we plan 


have an entirely unbiased 
base your conclusions . . . 


we know you will agree that, with Roads and 


Highway Field. 


Streets First in reader preference and First in 
low cost circulation, it must be First in the 


ROADS AND STREETS 


pbaldy 


WATER WORKS & SEWERAGE 


ROADS AND 


MIDA'S CRITERION 


GPC 


PUBLICATIONS 


STREETS 


SPORTING GOODS JOURNAL 
MOSAICS AND TERRAZZO 
OlL AND SOAP 


POWERS’ ROAD AND STREET CATALOG AND DATA BOOK 


GILLETTE PUBLISHING CO. 


400 W. MADISON ST. 


CHICAGO, ILLINOIS 


CANADA ADVERTISES 


A FURTHER STEP 
on the Road to Recovery 
_* 


| 
| 
| 


| | 


| DOMINION of CANADA 1934 REFUNDING LOAN 


| 


Canada's Department of Finance 
is using large newspaper space to 


| launch its drive for the 1934 re- 
| funding loan. 


Copy, signed by 

Premier Bennett, is a general fi- 

nancial statement, in simple lan- 
guage, of the Dominion. 


anything more delicious. 

“Here’s a picture of this famous 
dessert and the recipe right beneath 
it. Give us a name for it and you 
may open your mail box some 
morning before long and find a 
check for $3,000. 


Ask for Sales Slip 
“It'll be fun to try. It’ll be won- 
derful to win. Just think of some 
| Simple, easy name. You may think 
joe something which suggests that 
the recipe has been handed down, 
such as ‘Heirloom Dainties,’ or a 


name that describes the dessert it- 
'self, such as ‘Pineapple Delight.’ ” 
| First prize in the contest, which 
closes Oct. 15, is $3,000. There are 
|617 other cash prizes aggregating 
$7,000 and in addition every con- 
'testant who requests it is made a 
member of  Pillsbury’s Cookery 
Club. This entitles her to a monthly 
bulletin of recipes and other advice. 

In view of the difficulty of de- 
taching the Pillsbury label from the 
sack, contestants are advised mere- 
ly to send in a sales slip showing 
their purchase of the flour. The 
suggestion is offered that a name 
| will be more easily and appropri- 
jately selected if each housewife 


who craves part of the $10,000 actu- | 


ally bakes Bob 
dessert. 

The rules of the contest contain 
the provision that “all winners 
agree to permit the use of the win- 
|/ning names together with their own 


Crane’s’ favorite 


{names and addresses and pictures 
in advertising.” 
Hutchinson Advertising Company 


| is directing the campaign. 


| : 
Prieth, N. J., “Zeitung” 
| Publisher, Dead at 64 


and editor of the New Jersey Freie 
Zeitung, Newark, died Sunday at the 
age of 64. 

A graduate of Princeton Univer- 
| sity and the University of Berlin, he 
became business manager of the Ger- 
man-language newspaper in 1891 and 
later editor and co-publisher with his 
| brother, Edwin. The property was 
turned over to employes as a coop- 
/erative venture in 1917 following ac- 
quital of Mr. Prieth on a charge of 
| printing pro-German articles, and 
|econtinued under different owners till 
| Jast year. 
_ Mr. Prieth was once treasurer of 
,the New Jersey Republican 
|; Committee and in 1905-06 operated 
|an independent light and power com- 
/pany in Newark, which 
| purchased by the Publie Service Cor- 
| poration. 


| Lloyd C. Thomas 


Lloyd C. Thomas has assumed 
charge of operations as president and 
general manager of station WROK, 
Rockford, lll., which he has recently 
purchased. 


In order to take 


over this new 


work, Mr. Thomas resigned as man- 
ager of local broadcasting and local 
sales for National Broadcasting Com- 
pany. 


Close-Ups’ say she’s never tasted 


Benedict Prieth, formerly publisher | 


State. 


was later | 


Rough Prook 


“Don’t let them kid you,” 


Says 
Coodyear’s newspaper copy. 

Now we're getting down t: lan. 
guage the great common people cap 
| understand. 

>. v= 

With contest prizes getting to be 
really worth while, why doesn't some 
| smart advertiser offer one that woylq 
|really cause some excitement—syep 


| ‘ . 
as a dinner date with Greta Garb» 
| or a chance to play a love scene with 
| Jean Harlow? 
vy sy v 


One of the minor disappointments 
of current advertising is that the 
|Campbell’s Soup kids have disap. 
|peared temporarily from the pages 
where they have scampered gp 
merrily all these years. 


7 Vv F 


A taste for mushrooms grows on 
you, insists Spud. Of course, some 
people try them for twenty-five years 
or so, and then decide that they 
/aren’t ever going to like ’em, after al! 


e Ff F 
Norge offers the Rollator, the 
Broilator, the Aerolator and the 
Whirlator. All the customer would 


appear to need is a good 
model of the Cashator. 


working 


7 = F 


The 1935 Packard, now being of- 
fered, sure looks good, but of course 
a lot of the customers will want to 
wait just a few more months for the 
1936 models. 


vgyv¥eey 


Dizzy Dean, the baseball hero of 
1934, is like some advertisers—he 
brags a lot, but he makes good! 


vgy¥ssy¥ 


There may be laws against gam- 
bling, but the horses are still run- 
ining and prize contests still get the 
public steamed up as nothing else 
| does. 


vvey 
“Next week,” cheerfully announces 
| Alemite, “257 people will be killed 
jor injured in auto accidents.” 

| The least they could do would be 
|to mention the name of some good 


ls 
|insurance company. 


7 VF F 


Westinghouse shows a jolly, plump 
|lady of forty summers or so in its 
|refrigerator ad, instead of picturing 
|a young, slender thing who would 
|look good in a Follies front line. 
| They’re taking a big chance, defying 
|advertising convention this way. 


> VF F 


| Best line of the week is W. 6 
Mennen’s shave advice, “Don't le 
-anyone grind’ his axe on your face. 


7, V 


Jack Holt admits that fine tobace' 
is his weakness. This is the firs 
itime on record that any movie sta! 
ihas ever admitted, for publication 
that he possessed a weakness. 


, VY F 


Railway Express has been delive! 
ing packages, the advertising S4@)* 
\“for the better part of a century 
|But which part of a century is t 
| better part, anyway? 


, © 


| “If it hasn’t a hole, it isn't a L' 

Saver.” =f 
And if it has one, it may be 0 

'a doughnut. 

v v v 


There’s a new word to conjure 


| with in the advertising business—* 


Goes to WROK new ana potent phrase which is the 


* ‘ye 
‘open sesame to success. 


|guessed it—it’s “box-tops.” 

7 -. = 

_ “Sixteen men,” says the o 

|A-1 Sauce, “envy her husband. P 

| Is he as sure as the advertiser ” 

‘it’s all on account of her cookins: 
Copy Cv 
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Bl ctover 6, 1934 ADVERTISING AGE 
a oe 
HEY'RE EXPERTS NOW nicians. They will pass on the fit of Od H ] manufacturer, ready-to-wear shop or | tect its good will, the store generally 
T | every pair of shoes sold by I. Miller orono e ps |department store which agrees to} stands the loss entailed in the ex 
’ = | and unless the transaction has their ° . give the booklets to customers. | change or refund. 
. — "a | O. K. it cannot be consummated. 4 etal ers ut The leaflet tells that the manu-| — — 
No more ahs e £ re 4 - oe oe the oom | R t C Py ereage . or . merchant offers the | Weinberg Directs Drive 
vs . pany dispensed with commissions | eturns OST finest quality and workmanship ob-| The Milton D. Weinberg Advertis 
shoe Sa CH and put all master fitters and tech- eee x. | tainable and goes on to say that to| ing Company, Los Angeles, is direct- 
D- #3 nicians on salaries, ranging from a |assist in prolonging wear and pre | ns an advertising campaign for 
in AT 1. MILLER! minimum of $25 up to several times New York, Oct. 4.—Odorono has | tecting garments from both odor and | Western Distilleries Corporation us 
I F ems 0 Quem of ee cane Shen Protease that figure, with an average of $45. come to the aid of manufacturers |damage caused by perspiration, he ing newspapers throughout Califor 
oem e ewe mamere.. trons The new order of things was pre-| and retailers of women’s garments|recommends Odorono. It describes | "!@ and Arizona. 
a sim enn hg | sented to the public in large-space| with a package enclosure drive to|the two types, regular and instant, : : 
be | advertisements announcing “No more | reduce the volume of goods returned | and gives directions for their use. Has New Address 
“ shoe salesmen at I. Miller.” Copy|due to perspiration damage. | The Odo-Ro-No Company, in ad-| Williams & Myers Company, Chi 
ld appeared in the American, Herald While the plan has been in opera-| vising merchants of the plan, points “cat poet dager am — t. 
ch Tribune, Post, Sun, Times and!tion for the past two years, the|out that what is largely responsible | eo quarters at Hiehigay 
bo World-Telegram. The advertising at-| company only recently began adver- | for huge garment returns is the| ™ - 
th tracted so much attention that the/tising it in trade papers. It con-| carelessness of the customer rather | ° : 
me rete ny company regards its new methods as|sists primarily of supplying free | than deficiencies in the garment it- E Mittendorf Resigns , 
saad ; RA ES Oe sure to succeed and is planning to leaflets, “How to Save Your Clothes | self, but it is difficult to tell the dis- | wes ee een cee 
no ED CEN CARINE SRTUES ene transplant them to other cities with|From Perspiration Damage,” im-/| appointed customer this convincingly | owned and operated station in Cin 
* 5-Feature Fitting Service all speed. printed with the name of the dress | after the damage is done. To pro-| cinnati. 
e = a 
ap- — 
Bes 
80 
OUR PROMISES — To Gi You Always: “Happy Fert t= Beastifub Shoe } 
ae oe F. MILLER <== *s: 
ae | wore ne ene CED) } 
0 Bone of the series of advertise- | 
me Be ents announcing the disappear- | ” 
ars . | ‘ Vion fa sc1iq ett ~ ven a 
hey meence of salesmen at |. Miller stores. | CNBinee., ngi Serveg Nt Covers » N.Y, 
al | 8 AVR DRE cont 18 ang Onths : 
’ | OTAL C€Ss ina une 30 
| Mai] Si b DISTRy 2 VSt we 193 
the Si Ons—y] N FOR PR Pating ung 
PA cal 
‘ing A . R 
Vertiser AGRAPH ; ) 
a Pia ts ree - 
Mples to 22 
of. Nelud; d distrjp,,,,; Tusers 140 
arse a Corre 82 
t to 88enc ndents ad | 
the Are Repl db } > Adve 
biesmen Are Replace nontet’S> exchann ver tisin 
1 > Cc 
Technical Corps Quples ang °T4Ption gah tte 
0 of Cyee Sme@n 
—he Lanes | 
New York, Oct. 4.—A year of re- 724 
arch and preparation has _ blos- 
smed into a public announcement ’ 
vam- Marl. Miller & Sons, noted purveyors RI 
run- { beautiful shoes for women, that BUTIONn ; 
the $iRle company has abolished its sales o*s +S sal 
else wanization in favor of a corps of AT D N p 12429 ’ 
wert fitters. The change of policy, ARAGRap 
anounced in a long list of New York A 6: 
ilies, has not only commanded . 
nces Baie public attention, but is causing 
illed i upheaval in the shoe trade, it is h h 
ees the June 30th ABC STATEMENT 
ag The growing prominence of stores 
good ted to orthopedic shoes con- 
ued 1. Miller some time ago that In the six months ending June 30, Chem, & Met.’s “net paid including bulk 
ething wae ‘Wrens with retail circulation increased 10°> over the last half of 1943. What is behind this 
‘ling. Acting on this theory, the pick-up? 
lump pany hired ten college women ; 
n its Bape had them contact 6,000 custom- Is it the result of high pressure premium selling’* No. 
ring sin Philadelphia. Results of this 
ould vey were so amazing that the Is it the result of reducifg subscription rates? No. 
line. Py was extended to other cities. 
fying trevealed that many women had Is it attributable to general industry recovery? No. 
y. Rlered so many foot ills that they What is it, then? 
decided it is impossible to get 
‘hoe which is both handsome and 


It is due to three things, all of which are factors that should be given as much 


y. G. Mortable. Most of them accepted consideration as the ABC statement itself when selecting markets and media 
t let lesser of two evils by adopting | 
ace.” ‘lled orthopedic shoes. Many of 5 First, it is the wide diversity of the process industries which spells stable 
ese former I. Miller customers | ‘ production. Through the depression years, production activity in the process 
‘Ned poor fitting for their plight. | g industries ranged from 25% to 50% higher than genera! industrial activity 
ar Pd iag 
bat Salesmen Become Experts : (See diagram.) 
first s 
star $M} | Miller decided, therefore, - A Second, it is the new-plant activity that is under way or being planned. More 
ation ‘Ae each of its salesmen an expert than $100,000,000 has been laid aside by chemical companies for a definite 
‘ting and it accomplished this program of expansion and decentralization. ($35,000,000 new plant construc. 
‘thoroughgoing plan which em- tion in the South alone.) 
‘d an eight-months’ training satis Shamesigie intial 
liver “ose While old employes were Third, it is Chem. & Met. itself—and its high standard of editorial service. A 
says “1 ai opportunity te qualify for new feature this year is a supplement in the form of a wall chart of data on 
ury. G@ “** posts, the company felt that processes and materials. The third in this series of data charts is appearing in 
g the 'Y of them were too old to be *The ouly premiums offered by Chem. & the current issue. 
‘to accept the new viewpoint. It Met. are bound reprints of editorial matter 
'efore advertised for college men pagel yest gs -t a . po Circulation is bound to follow increased activity in any field if 
Ww Bes . = » & : : ‘ P e 
the _ po = ae re to subectibess strictly an ics own maria. the publication performs a useful service. 
‘fo “© Shoe industry. out 150 ap- 
Lilt Ris 
| “and were given the same train- 
only “4 old salesmen in a night school, 
Which foot specialists told how ee 99 
‘should be fitted. 
‘t the end of the term examina- | ABC & ABP, 
jure Bm Were held, 100 questions being 
ss—8 _ About ten per cent of the 
s the Sdlegsmen wer F . 
Boe ME ind w ——— CHEMICAL & METALLURGICAL ENGINEERING 
( * ere discharged. 
Scare CCSstul ones received cer- Published by McGraw-Hill at 330 West 42nd St., New York 
“S attesting that they are 
~"T fitters of beautiful shoes.” 
d for 
” ' All on Salary 
r that ‘WO in eac 
< terther on h store were selected 
: iy ‘raining, after which they 
al “’signated as master tech- 
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October 6, 193, 


Big Field for 
Heating Opened 
By FHA Effort 


New York, Oct. 3.—Response to 
advertising tying up with the Fed- 
eral Housing Administration's pro- 
gram shows to date that there is a 
definite interest in heating improve- 
ments and a potential market in this 
field, Marshall Adams, sales promo- 
tion manager of the American Ra- 
diator Company, said this week in 
comment, on the firm’s dealer aid 
campaign. 

The company, which recently in- 
creased its original newspaper cam- 
paign on heating modernization and 
has just added a radio program after 
being off the air for two and a half 
years, has signed up 5,000 contrac- 
tor-dealers for its dealer aid cam- 
paign. 

The keynote of this campaign is a 
book which tells how to budget all 
kinds of modernization. It obtains 
for contractor-dealers the names of 
persons planning to spend for mod- 
ernization. Early returns on the 
newspaper advertising from more 
than 4,000 persons who requested 
the budget book, showing their in- 
terest in modernization, developed 


the fact that 28 per cent of this num- 
ber are also interested in heating 
modernization. 


100 Returns a Day 


American Radiator is also aiding 
contractor-dealers with direct mail 
pieces, a tabloid newspaper for 
home-owners, posters and window 
banners, newspaper advertising 
mats for local advertising and a 
flag to hang in front of the dealer’s 
store. On the first day the flag was 
displayed one dealer received leads 
on which he closed four jobs within 
a week. 

Early returns indicated that ap- 
plications from home owners for 
work to. be done under the govern- 
ment plan are averaging more than 
100 a ‘day. 

Mr. Adams said that meetings to 
rally contractor-dealers to support 
the federal housing movement and 
utilize the American Radiator dealer 
aids are being held at the rate of 
80 a week, attendance averaging 
from 30 to 350 persons. 


Florey Goes on Own 

George F. Florey, former partner 
of the advertising agency of Durso 
Tlorey, Lauesen and Salomon, Chi- 
‘ago, has opened a public relations 
iffice at 360 N. Michigan Ave 
teorge L. Jenks. former specialist 
in food merchandising, is a member 
of the staff. 


lowa Products Organize 
Nine firms are charter members 
of the Iowa Products Club, of which 
Ethel Daniels, Des Moines, is sec- 
retary. The purpose is to conduct 
a state and national campaign on 
lowa food products. 


Burnet Appointed 

Russel Burnet, formerly of the 
staff of the Association of National 
Advertisers and at present field au- 
ditor for the Traffic Audit Bureau, 
Inc., has been appointed as research 
fellow in the Harvard University 
Bureau for Street Traffic Research 
for the coming year. 


Joins Erwin, Wasey 
Fred Meyer, for nine years adver- 
tising manager of the Platt Music 
Company, Los Angeles, has joined 
the Los Angeles office of Erwin, 
Wasey & Co., Inc. 


Bans Mixing Suggestions 

The liquor commission stores in 
the state of Iowa have been or- 
dered to discontinue distribution of 
liquor advertising pamphlets’ on 
drink mixing. 


Gets Eyewash Account 

The Putinize Laboratories, San 
Francisco, have appointed Warner 
Clifton Advertising Agency, of that 
city, to place advertising of the com- 


_pany’s hygienic eyedrops. 


S. R. O. 


(Standing Room Only) 


Get in Touch With 
FORD BILLINGS 


General Sales Manager 


KSTP, Minneapolis, Minn. 


or our 


NATIONAL REPRESENTATIVES: 


NEW YORK 
Paul H. Raymer Co. 


CHICAGO—DETROIT 
SAN FRANCISCO 


Greig, Blair & Spight, Inc. 


DOMINATES THE 9TH'U. S. RETAIL MARKET 


... THE BEST 


PROOF OF 


PUBLIC ACCEPTANCE... 


IS 


THE 


ONLY “AD” 
WE CAN WRITE FOR 


KSTP 


& The foregoing is merely to remind you 


that it would be well to ''make reservations 


early" if you want a profitable sales show- 


ing in the 9TH U. S. 


RETAIL MARKET. For 


in this metropolitan area of more than 


1,142,000 population, which spends 74.3 


cents of every dollar in Minnesota, KSTP 


leads by a 


preference. 


 KSTP 


wide margin in 


listener 


MINNEAPOLIS - ST. PAUL 


Getting Personal 


Paul E. Derrick, an American who made good in advertising in 
England, later disposing of his agency in London to Sir William 
Crawford, has returned to his native town of Broderick, Wis., to jjy, 
He was the first advertising manager of the Review of Reviews. and 
later started an advertising agency in New York with Quaker (aj, 
as his first client. . 

Homer S. Tilton, advertising director of Hunting and Fishing 
and National Sportsman, is vacationing in the West Indies with \), 
Tilton. He will be gone a month. . . Lou Weil, of the Boston oy 
fice of N. W. Ayer & Son, is receiving congratulations on the arriya) 
of a daughter, Louella. . 

Paul Ressinger, one of the founders and first president of th, 
Society of Typographic Arts, Chicago, has been given a life men. 
bership and the rank of Fellow in the society. . . C. W. Browne 
advertising manager of the United States Printing & Lithographip, 
Company, is developing a number of interesting surveys through hic 
advertising classes at the University of Cincinnati. . 

The Leisure League reports that one of the most popular of jt; 
pamphlet series on the use of leisure time is “Care and Feeding 
of Hobby Horses,” by Earnest Elmo Calkins. . . R. C. Francis, 9; 
the Chicago office of the Campbell-Ewald Company, is back on thp 
job after several months’ illness. . 

A. E. Phillips, Tea Garden Products Company, San Franciseg 
has qualified for membership in the famous “Tyee” Club with g 
30-pound salmon caught in British Columbia. . . George Marsh, Bos 
ton advertising artist, is celebrating the birth of his fourth child ang 
second son. . 

Stanley G. Swanberg, San Francisco manager for Botsford, Cop 
stantine & Gardner, reads an average of 75 books a year while com. 
muting between his home in Berkeley and his office. . . Joseph k, 
Neebe, who has been Detroit representative of World Broadcasting 
Company, has rejoined the staff of the Campbell-Ewald Company. , , 

E. R. Shaw, Power Plant Engineering, who saw the 1934 gaiteg 
horse championships in Louisville recently, following a custom of 
long standing, says that the saddle horses this year are of unusual 
class and beauty. . . Dawson Meyer, dean of San Francisco adver. 
tising men, was the guest of honor recently at a dinner celebrating 
his eighty-second birthday. . 

D. S. Roberts, Pacific coast manager of Thomas L. Lipton, Inc, 
is an enthusiastic collector of miniature elephants, many of which 
are imported from India. The rise in the price of silver increased 
substantially the duty on a recent shipment, which included many 
trimmed in the white metal... 


Alfred Smart, a. m. of Esquire, has held the handball champion 
ship at Postl’s Health Club four years running. He’s pretty good 
at golf, too, being an 8 handicap man. . . Earl Shaner, editor of 
Steel, is having a lot of fun collecting ballots on the new deal at the 
trade conventions. . . 

Harry G. Hoffman, Milwaukee agency man, is conducting courses 
in advertising in the night classes of the Marquette University Col- 
lege of Business Administration. . . Harry V. Niebuhr, GOA’s Bir. 
mingham manager and good Rotarian, has erected a painted bulletin 
welcoming visitors to the city in the name of the Rotary Club. 
Seven languages are used in saying ‘““Welcome.” . 

Jerome B. Gray has won the championship of the West Ches 
ter Golf and Country Club. The Philadelphia agency head shoots 
in the 70’s and low 80’s with consistency, so that no representatives 
are ever tempted to play customer golf with him... 

Mrs. Erma Proetz, vice-president of the Gardner Advertising Com: 
pany, flew from St. Louis to the Pacific coast last week to visit th 
agency’s offices in Seattle, San Francisco and Los Angeles. . . Nor 
man S. Rose, a. m. of Christian Science Monitor, has returned t 
Boston from a swing which included all of the Pacific coast ani 
middle western offices. . 


With his election as chairman of the Republican Party of New 
York State, Melvin C. Eaton, v. p. of Norwich Pharmacal and prom! 
nent in advertising circles, is well on his way to taking over Jim 
Farley’s job as a sideline. Among the advertising men active in his 
successful campaign was John Miller (Presbrey), who finds the Nes 
York political situation ever so much more interesting than that of his 
native Jersey. 

Seizing the opportunity to identify John Anderson, BBDO groll 
head, as one of their own, Nashville papers went to conspicuous lengths 
this week in reporting his marriage in New York to Madline Campbell 
Clark. . 

Henry Eckhardt presided at a dinner to the entire staff of K&E 
October 1 at the Park Lane to celebrate the agency’s fifth birthda) 
and the progress which has placed the organization in the ranks © 
the first 20 agencies of the country. 

Macfadden department heads and sales executives will long ™ 
member the occasion last week when they were tendered a day alt 
a night of recreation and entertainment by O. J. Elder. Events wel 
run off at the host’s farm near Basking Ridge, N. J., and the near! 
Pembrook Country Club. The surprises included the singing and pla) 
ing of Jack Leighton and the two Feldon brothers, all Liberty repr 
sentatives, and the golf prizes donated by a grateful advertiser, 
Mennen Company. 


Dora Hurley, BBDO bridge expert, playing against such formidabl 
adversaries as Sidney Lenz and George Reith, won first place in 4 -” 
board double tournament last Thursday at the Knickerbocker Whist 
Club. She turned in a score of 191 match points. . . 

Proving herself a chip off the old block, Lee Margaret, nine-yea! 
old daughter of Nelson Perry, Liberty v. p., has closed her first seas” 
of riding competition with five ribbons and two cups. 


Malcolm Rollins, p. m. of Cosmopolitan, has returned from the Bl" 
Sea Lake Club in the Canadian big fish country with all that could ™ 
desired in the way of pictorial evidence. 

The Ayer agency has sent a mammoth bouquet to Mrs. C. G. Sub 
wife of the New York a. e., to express enthusiastic approval over tO 
arrival of Carolyn Bailey Suber. 

Returning to the fiction field from which he has absented hi a 
for five or six years, Teddy Davis of Anderson, Davis and Platte. oe 
just sold a short story to the Saturday Evening Post. This maga" 
has bought as many as 13 of his short stories in one year in the | 
days. , 
After a four-year interlude spent with JWT, Mrs, Florence mitt 
Vincent has returned to the editorial side as a member of. the staft 
Parents’ Magazine. 
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pats SALESMEN 
=] 10 COMPETE IN 
ESSAY CONTEST 


Detroit, Mich., Oct. 4.—The third | 
ynual contest for jobbers’ and 
anufacturers’ salesmen has_ been 


nnounced by the National Standard 


arts Association. The contest will 
» held in connection with the an- 
yal Salesmen’s Conference which 
he N. S. P. A. will sponsor again | 


jis year during the Automotive 
service Industries Show in Cleve- 
ind 

Prizes will be awarded employes 


f member concerns of N. S. P. A. 
y the four best papers on a series 
f assigned subjects. The papers will 
by their writers at the Con. 
erence on Nov, 20. 

The first of the meetings was held 
wo years ago in Detroit and its suc- 


e read 


ess Was responsible for its repeti- 
on in Chicago last year and in 
leveland again this year. each 


eeting has been open to all sales- 
vn regardless of whether or not 
their employers are members of any 
ssociation. 

The aim of the psc ous 
ence, aS Stated by the N. S. P. A., 

) permit salesmen to gain an wel 
ivantage from their show attend- 
mee through an exchange of ideas 


ust as Manufacturers and jobbers do | 


u their association meetings. 


Subjects to which the papers must | 


e confined are: 


“How I Help My Jobbers’ Sales- 
wen,” Dy a manufacturer’s represen- | 
ative. 

‘It | Were Selling for a Whole- 


ler,” by a manufacturer’s represen- 
itive 

“How I Actually Assisted My 
laintenance Customers to Success- 
lly Merchandise During 
Year,” by a jobber’s 
ales manager. 
“Successful Methods I Used to Sell 
ly Firm’s Services and Merchandise 
s Against Those of Other Distribu- 
n Channels,” by a jobber’s sales- 
an or sales manager. 
Prizes will consist of 
ilroad and Pullman tickets’ for 
wh of the four winners from their 
he towns to Cleveland. For win- 
ers located near Cleveland, a sub- 
‘nite $25 cash award will be made. 


salesman or 


round trip 


Ginger Ale to Kay 
The New Century 
‘ly has appointed Kay Directed Ad- 
‘etlising to place newspaper copy for 
eifast Ginger Ale. 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


TANK oonice 


m f r Free Booklet—‘Brass Knuckles” 
li Fifth Ave., Pittsburgh, Pa. ATiantic 1290 


the Past | 


Beverage Com- | 


To a manutiacturer 


ne Publishing Firm 
Old Familiar Shifts Personnel | 


Giraffe Back Albert R. Green, formerly vice- 
} president and treasurer of Rogreen 
For Tonsiline 


Publications, Ine., Cleveland, 
lisher of the Evecutive Purchaser. 


— | has been elected president of the | 
Cleveland, O., Oct. 4.—Once again | ©°™P@PY. succeeding John S. Roney, 
c . . . ” eae < « 
: ; resigned. 
the well-known giraffe trade mark of | G & B. H 
the Tonsiline Company, Dayton, O., | Baggs ge ‘ eas ne greet 
: . 7 é 2 ager, is the new vice-president anc 
| will be featurec national advertis- |, ~~.’ ; ‘ 
I featured in né ul ad *| business manager, while Charles D. 


ing. And with it will 
company’s pretentious slogan — “If 
you had a neck as long as this fellow 
}and had sore throat all the way down | 
|Tonsoline should quickly relieve it.” 
'The animal will be 37 years old 
when he returns to print this fall. 


return the! peirsol, previously with Midwest Pur- 


|chasing Agent, has been appointed | 
Ohio and western Pennsylvania rep- 
resentative. 

Robert M. 
Detroit, has 


Glass, 
been named to repre- 
The Tonsiline Company ceased ad- 
| vertising in 1931. It will resume 
| with a newspaper campaign starting 


| Nov. 1 and carrying through to 
March 15. Over 100 dailies in the 
larger cities of the country will be 


employed three times a week in push- 
ing the company’s “national sore 
throat remedy.” Small space copy 
will be used during the campaign. 
|The product, as usual, will be offered 
through drug stores. 

While the selection of newspapers 
will include all sections of the United | 
States, Southern copy will not be) 
started until the latter part of De- | 
cember. Clark -McDaniel-Fisher & 
Spelman, Inc., Cleveland, will handle 
the campaign 


Coffee Buyers 
To See World 
With Boscul 


Camden, N. J., Oct. 4.—Carrying 
a strong appeal to the thousands of | 
would-be travelers who are forced to 
|do their globe-trotting from. easy | 
chairs, William S. Scull Company has 
initiated a contest involving the mile- 
age covered by ships bringing the 
beans for Boscul coffee. | 


By causing contestants to pore 
‘over maps and steamship routes, the 


contest will rivet attention on the 
fact that the Boscul blend utilizes the | 
world's five best coffees, which are. 
said to come from Arabia, Brazil, | 
and Sumatra. | 
Contestants must also 

ten-word description of  Boscul’s 
“fresh flavor.” 


Cash awards aggregate $2,000, the. 
largest prize being $500. <A total of 
79 will be given. The contest closes 
Dec. 1 and checks will be mailed by 
| Dec. 15 to swell the Christmas bud- 
gets of the lucky ones. 
| KF. Wallis Armstrong 
Philadelphia agency, is 
line newspaper space to feature the 
|contest and the fact that each can 
|of Boseul contains an entry blank. 


Company, 
using 800- 


On NBC Sales Staff 

| Tracey Moore, formerly of KEX 
,and KGW, Portland, and Clyde 
Coombs, trom the engineering sales 
| department of Radio Corporation, 
|have joined the sales staff of Na- 
tional Broadcasting Company in San 
Francisco, 


who wants representation 


in the Chicago Market 


® Conditions have arisen 


certain financially sound 


seek a new outlet for its energy. 


that 


makes it necessary for a 


organization in Chicago to 


NEW YORK 


® Ten years of successful selling to large corporations 
throughout the United States. 


® Present business has called for creative ability— 


showmanship. 


Not an advertising agency, 


ideas— 
but one that 


ean be classed as advertising. 


® If you have a worth while 
with you about it. No 
considered. In answering 


Box 504. 


Advertising Age. 


product we would like to talk 
house to house propositions 
give full particulars. 


Chicago. %*—If you want facts— 


we have them! 


pub. | 


Stephenson Bldg., | 


RMERS 


| sent the company in eastern. Michi- 
fan. { , 


Tower Magazines 
Enlarge Page Size 


| Effective with January, 1935, , is- 
sues, all publications in the Tower 
| Magazine group will be enlarged to 
680-line size, the size used most 
widely by publications with women 
freaders. Tower Magazines’ present 
|} page contains 429 lines. 

| The magazines in the group in- 
| elude New Movie, Serenade, Hone. 
"tae and Tower Radio. 

The new size will be adopted on 
‘the fifth anniversary. of Tower 
Magazines, Catherine McNelis, pub- 
i lisher, remarked in pointing out that 


ClThe 


SAINT PAUL 


the larger page size will be espectally 
useful in increasing the effectiveness 
of the “Gallery of Movie Stars,” and 
the service pages on food, fashions, 
and beauty, for example. 


Electrical Retailers Up 
An increase of 6.7 per cent in the 
| number of retail electrical goods out- 
lets for the country as a whole is re- 
| ported for the month of September 
over August, 1934, by Sales Managers 
Ticker Service, New York, 
Distributors Appoint 
D'Evelyn & Wadsworth, Inc., San 
Francisco, has been named by 
Richter & Delaney, Pacific coast dis- 
tributors of Pixie baby foods. 


Rising incomes 
bring increased 
sales when the 
my advertising is 
placed in the 
RIGHT media. 


Our readiérs now 
have the Fastest *« 
Growing incomes 
of any class— 


IFE 


CHICAGO 


—the woman’s magazine 
with the fastest growing 
reader income! 
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Coming 
Conventions 


Oct. 7-9. Annual meeting, Mail 
Advertising Service Association, Bos- 
ton, Mass. 

Oct. 9-12. Annual meeting, Direct 
Mail Advertising Association, Hotel 
Statler, Boston, Mass. 

Oct. 11-13. American Photo-En- 
graversa Association annual meeting, 
New York. 

Oct. 15-18. Outdoor Advertising 
Assoclation of America annual meet- 
ing, Chicago. 

Oct. 16-17. Inland Daily Press As- 
sociation fall meeting, Chicago. 

Oct. 17. Newspaper Advertising 
Executives Association fall meeting, 
Stevens Hotel, Chicago. 

Oct. 17. Agricultural Publishers 
Association annual meeting, Stevens 
Hotel, Chicago. 


Oct. 18-19. Audit Bureau of Cir- 
culations annual meeting, Stevens 
Hotel, Chicago. 

Oct. 26-27. Pacific Association of 
Advertising Agencies annual meet- 
ing. Place to be definitely decided 
upon later. aft 

Oct. 26-28. Annual meeting, Tenth 
[ ——_——= 


District, Advertising Federation of 
America, Houston, Tex. 


Oct. 31-Nov. 2. National Foreign 
Trade Council annual meeting, Hotel 
Commodore, New York. 


Nov. 1. Advertising Committee of 
American Gas Association and Pub- 
lic Utilities Advertising Conference 
joint session, Atlantic City, N. J. 


Noy. 8-10. First District, Adver- 
tising Federation of America annual 
meeting, Hotel Taft, New Haven, 
Conn. 


Provident Mutual 
Starts Radio Series 


Provident Mutual Life Insurance 
Company, Philadelphia, this week 
launched a weekly radio program 
based on actual cases taken from the 
company’s files. 

The program will be heard each 
Tuesday evening over the NBC Blue 
and Pacific coast networks, and also 
on several stations not available on 
the networks. 


P. & G. Renew Broadcast 


Procter & Gamble have renewed 
through Pedlar & Ryan, Inc., their 
contract for 39 more performances 
of Barry McKinley, Camay minstrel, 
in “Dreams Come True,” during the 
next 13 weeks. Responses to the 
Camay $1,000 a year for life contest 


[ are reported to be increasing stead- 


ily. 


‘Biggest Drive 
Ever’ Launched 


for New Yeast 


(Continued from Page 1) 


The creamier color, it is explained, 
is derived from that infection-pre- 
venting vitamin. The new advertis- 
ing prescribes three cakes a day 
before meals and says Fleischmann’s 
yeast remains “as good as ever for 
baking.” The other three vitamins 
contained are B, D and G. 

Fleischmann’s new strain of yeast, 
according to Standard Brands, was 
discovered by a group of scientists 
in an American university labora- 
tory. Certain cells were noted to be 
more active in the stomach and in- 
testines and to live long after others 
were destroyed. They concentrated 
attention on these cells, growing the 
strain on a larger scale and ulti- 
mately testing it in 13 American and 
12 European clinics. 


Parts Maker Appoints 


Thompson Products, Inc., manu- 
facturer of auto parts, has placed its 
advertising with Griswold-Eshleman 
Company, Cleveland. Automotive 
trade journals and direct mail will be 


used. 


Any of You Fellows Need a New Bathroom 


...or Has the Bungalow Got a Leaky Roof? 


712 FEDERAL STREET, 


ELECTROTYPES .:- 


NICKELTYPES - 


OW about adding a spare room in the 


front porch? 


attic — or spending a few dollars on that 


Then you're either going to spend the cash 
for home modernization right now (lucky dog!) 
—or you're going to look into this F.H.A. plan 
you've seen all over the printed pages, or 
heard about on the air, or heard your neigh- 
borhood booster preach from the house tops. 

We take this limited space —in our limited 
way —to give you who intend immediate home 
modernization our three lusty cheers! 

Men, it’s one of the sure roads back to a 
quicker normalcy — of that we are convinced. 
As you will be, too, if you study the possibili- 
ties of vigor where there is now only anaemia— 
in the major building industry. 

So it just struck us as a good way to use this 
space —and you flat dwellers should spread 
the same kind of gospel. If you believe in the 
soundness of starting “prosperity” at its natural 
sources, you will want to hear hammers banging 
and paint brushes slapping. Those sounds, among 


others, will bring good cheer to advertising. 


PARTRIDGE & ANDERSON CO. 


CHICAGO 


STEREOTYPES .- 


TELEPHONE HARRISON 3732 


MATRICES 


a 


SMASHING COPY TELLS XR YEAST STORY 


= ar i ik 


Dr.R.E.LEE, Director of Fleischmann Health Research, 


now announces... 


reds of “ehron'e 
= $. end 12 Europes® 
THE RESULTS! 


Tested 08 be 
see” in 13 note 
. choict READ 


ASTONISHING 
7 
revue 


Bey citing Yeas 


discovered | 


corrects Constipation, Indigestion, 
Bad Skin, Run-down Condition much faster 
than before! Amazingly rich in 
hormone-like substances* 


PET 
*t>7 


~ 
4 
fee] 


. 


payee 


One of the most intensive drives ever put behind a health product 
broke this week for Fleischmann's XR yeast. 
copy occupied 1,500 lines. 


This initial newspaper 


Rit to Tell 
~ How to Blend 
Colors at Home 


Chicago, Oct. 4.—A 
blending colors so that the ambitious 
but inexperienced housewife may at- 
tain any one of the new Paris shades 
will be the alluring theme of the fall 
campaign of Rit Products Company. 
| This end will be reached by use of 
|a folder containing actual swatches 


formula by which it may be devel: 
oped, including the exact amount of 
each color of Rit to be mixed. 
“The Ten Advance Paris Colors” 
will be the arresting keynote of the 
campaign, on which the company de. 
pends to secure a thorough perusal 


|of the copy. The advertising will tell 
recipe for | 


the reader that she need not discard 
that old dress merely because it is 
not the newest shade. A package of 
Rit will solve her problem, accord- 
ing to the copy. 

Fifteen women’s magazines and a 
coast-to-coast belt of Sunday news 
papers will be used in the new cam- 


“of material, showing the exact col- | paign, which was developed by Earle 


| ors. Beneath each color will be the | 


| 


| Ludgin, Inc., Chicago agency. 


Lk DARES TO 


BE DIFFERENT | 


POINT OF 
DIFFERENCE NO. 6 


Science 


tain 


| Keegional 
{Advertising 
at REGIONAL RATES 


Three editions of The Christian 


Monitor are published 


daily—one for the Atlantic Sea- 
| board, Canada and Europe. . . 
another for the Central States 
... a third for the Rocky Moun- 
and Pacific Coast States. 
Advertisers enjoy the economy 
of regional placement in a me- 


dium of international prestige. 


THE 


| CHRISTIAN SCIENCE 


MONITOR 


Published by The Christian Science Publishing Sei!’ 


Branch Offices: 


Boston, Massachusetts 


New York, Chicago, Detroit, St. Louis. 


Kansas City, San Francisco, Los Angeles, Seattle, Miam' 


| London, Paris, Berlin, Florence, Geneva 
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olden Ti cording to Mr. Maloney, is the largest . z i. 
G Blossom Honey Speeds empo used by any distiller. He added that Parsons fo Philco ; e 
To Al Paul Lefton Co. Frankfort’s magazine copy has won| ._27022ny Parsons, formerly head of —— - 
Advertising and merchandising of P | ° gaz . oy ae an advertising agency of that name Be Z 
Golden Blossom honey, product. of au ones compliments as being the best ad-|in Los Angeles, has been placed in - 
the John G. Paton Company, Inc., vertising job that is being done in charge of floor service traffic for the es 
New York, has been placed with Al Copy for Fall the entire industry. Phileo Radio and Television Corpora- 


Paul Lefton Company, Inc., whose! The fall and winter schedule calls | tion of California. Mr. Parsons is in 


headquarters are in Philadelphia. | for use of American Legion Monthly, | charge of promotion work for the _ 
RED LION GAS Featured under the slogan, “The| Louisville, Ky., Oct. 4.—On the the-| American Golfer, Cosmopolitan, Elks’ | eleven western states. 


Bee Line to Health,” the honey will} ory that fall and winter months see| Magazine, Esquire, Fortune, Judge, a lie : 
be advertised with daily insertions | 


by far the largest consumption of | Liberty, Life, The New Yorker, Red- A 

é : | bs Y, oe roe ency f 

old “4 of seven papers in metro-|jiquor, Frankfort Distilleries, Inc.,| book, Time, Vanity Fair and Vogue. T! ~ | y sional Vermouth “a 
San Francisco, Cal., Oct. 4.—The gy poten Sere, re eps digg has greatly augmented its campaign | Young & Rubicam, Inc., is the agency. has he n ; soniieanendl tar ts ce apg . 

opening of the football season has acio program in that territory, di- | has been appointed to handle a news- 


rect mail, and point-of-sale displays,|0" Paul Jones and Four Roses 


given new impetus to the “controlled whisky, J. O. Maloney, advertising 


paper campaign for Gambarotta Ver- 


|} mouth, a 100-year aliz *t. 
power” story stressed by the Gilmore Miss B Ch | manager, announced. Names Carter-Thomson ° Pe Sr. i erenaee 
oil Company during the summer. Reitet: auer anges | Not only will the company use|. The Franklin Research Company, -_ ° 
Statements of leading Pacific coast Fannie S. Bauer, formerly with the | “every worthwhile publication which Fulledsiphie, maker of Rubber Gloss — Joins NBC 
‘eal ‘ll coaches will be featured in| “%emphis Commercial Appeal, has : : , | 
LOOLV« 


floor wax, shoe wax and F-77, has ap- Cliff Engle, formerly of MacGregor 
pointed the Carter-Thomson Com-|& Sollie, San Francisco, has become 
pany, Philadelphia agency, to handle | associated with the National Broad- 
|its advertising. | casting Company. 


joined United Business Drives, Inc.,| Will accept liquor advertising,” but 
Chicago, as manager of its dealer|it will invest heavily in four-color 
promotion department. | pages. The four-color schedule, ac- 


newspaper advertising. In addition, | 
“Great Moments in Sports” will be 
proadcast over 28 radio. stations, 
with Ernie Smith telling how con- 
trolled power changed the tide on 
countless fields of glory. 

c. E. (Tiny) Thornhill, famous | 
coach of Stanford, was one of the) 
frst to testify to the efficacy of | 
controlled power in a newspaper ad- 
yertisement. 

“The secret of drive is controlled > 
power,” Thornhill was quoted, elabo- No. 5 of a Series 
rating on his statement as follows: out Fs. 

“It takes a boy who has developed ' 
irive to make the varsity grade 
these days. He must know how to 
use his power—his training. Every 
move he makes must be timed to 
split-second accuracy. He’s got to 
have his power under control at all 
times—to be able to use it when and 
where it’s needed. Then he has 
drive!” 


Gilmore did not overlook the op- 


el: portunity to point out that “Red | 
ol Lion gasoline gives your motor the | 
same type of controlled power Tiny 
8" B rhornhill demands of his players.” 
he Botsford, Constantine & Gardner 
: ve in charge of the campaign. 
sa a ee . 
e}| 


rd @ New Haven Club Bo 
is Plans A. F. A. Meet Loree 


ae 
CRM Ste ay 


of The New Haven Advertising Club Forest Products Laboratory, University of Wisconsin, Madison, Wis.; Holabird & Root, architects. This building is one of the latest de- 
rd- will be host to the First District signed by the important architectural firm of Holabird & Root, of Chicago. The work of this office includes such well-known buildings as: 
\. F. A. Nov. 8-10. Max Livingston Chicago Board of Trade, Palmolive Building, 333 North Michigan Avenue Building, Chrysler Building at the Century of Progress, Chicago 
¥ s general chairman Daily News Building, Stevens Hotel, the Russell Residence, and the International House of the University of Chicago, all in Chicago; also 
a D. wa ld WwW D ori district overnor the Schroeder Hotel, Milwaukee; North Dakota State Capitol Building, Bismark, N. D.; Jefferson County Court House, Birmingham, Ala.; 
WS ona - Davis, CIStric & Racine County Court House, Racine, Wis.; and the Stadium at the University of Illinois, Urbana, Il. 
m- ud advertising manager of the 
rle Springfield Newspapers, Inc., Spring- 


eld, Mass., addressed the club Oct. 


= | when plans were made. | & + + [ mT | | 
goog <p vad ditocia sef autness 


quired by the Act of Con- 
gress of March 3, 1933 In the final analysis a publication is valuable to the advertiser in so far as it is useful to the subscriber, no more, 

ff Advertising Age, published weekly no less. An advertiser buys editorial usefulness. 
it Chieago, Illinois, for October 1, , zy : : 
4. So ARCHITECTURE is useful to architects. The fifth prominent architectural office to attest to this usefulness 
Mate of Mitnels, Geenty of Coen of ARCHITECTURE is that of Holabird & Root, of Chicago. We believe this can be attributed to the fact that 
Before me, a notary public in and ARCHITECTURE encompasses the thing closest the architect’s heart — design, whether it is design in build- 
Stein “naa ae — ings, design in interiors, or design in materials. 
ho er ae Ph a Architects make up 77 per cent of ARCHITECTURE’S entire circulation, the largest percentage of architects 
ng to law, deposes 4 says th: é : 
‘the business manager of Advertis- in this field. 
ng Age, and that the following is, , : ; ; ; 

the best “as hie knowledge and be- ARCHITECTURE goes to 4777 architects, the largest number of architects of any monthly publication during 
ef true statement of the owner- the first six months of 1934. 
hip, management (and if a daily pa- 
er, the circulation) etc. of the afore- 


63 out of every 100 subscribers renew their subscriptions to ARCHITECTURE. 
id publication for the date shown | 


the above caption, required by the | 


ct of August 24, 1912, embodied in Holabird & ‘Root say in response to these questions : 
tion 411, Postal Laws and Regula- a 
eee Bo ye ea, : = DO YOU READ LO YOU READ 
a ee eee ee ose NAME ARCHITECTURE ? ARCHITECTURE’S ADVERTISEMENTS ? 
. That the names and addresses John A. Holabird Partner Illustrations When well presented 
I publisher, editor, managing John W. Root Partner Yes-—generally illustrations Yes 
and business managers are: Gilbert P. Hall Junior Partner Illustrations —read rarely As much as any part 
sher—Advertising Publications, R. McP. Cabeen Junior Partner Illustrations No 
, Chieago, Ill. Helmuth Bartsch Designer Occasionally When attractive 
Editor—G. D. Crain, Jr., Chicago, | Dave Carlson Designer Illustrations Yes, when well illustratea 
Ill Frank B. Long Liaison Very often Look through them 
Managing Editor—S. R. Bernstein, | H. J. B. Hoskins Specification Writer Yes Yes 
cago, Tl. J. C. Sherrick Superintendent Drafting Room Yes Yes 
Business Manager, G. D. Crain, Jr., V. O. McClurg Structural Engineer Occasionally Yes 
mo. Til. M. C. Larson Mechanical Engineer Very occasionally Interested 
2 That the owner is (If owned by F. A. Byrne Electrical Engineer Selections Yes 
ration, its name and address J. H. Hopkins Decorations and Furnishings Look Look 
ust he stated and also immediately H. F. Reynolds Furnishing Designer No, but Portfolio is excellent When credit is given architects 
ltreunder the names and addresses J. Z. Burgee General Superintendent Occasionally Yes 
f stockholders owning or holding John S. Cromelin Draftsman Yes When attractive 
te per cent or more of total amount Charles Bellas Architect Yes Yes 
t If not owned by a corpora- A. D. Wills : Draftsman Occasionally Yes 
1, the names and addresses of the C. J. Chambers Mechanical Engineering Draftsman Occasionally Yes 


al owners must be given. If | 
by a firm, company or other 


‘“Neorporated concern, its name and 
idre as well as those of each in- | 
d member, must be given): | 
Ady tising Publications, Inc., Chi- | 
: ; G. D. Crain, ZJr., Chicago, | 


‘Kenneth C. Crain, Chicago, IIl.; 
sa y, Chicago, Ill. 

. That the known beadholders, | TO KNOW ARCHITECTURE ISTO USEIT...ITJS DIFFERENT 
‘ficees and other security hold- 
ing po Solnine ry aus poet 


‘ CHARLES SCRIBNER’S SONS, Publishers 

t. of total amount of bonds, | 

“kuses or other securities are:| NEWYORK CHICAGO CLEVELAND BOSTON PITTSBURGH LOSANGELES SAN FRANCISCO 
are none, SO state. wone. 


G. D, GRAIN, FR. 
to and subscribed before me 
~'st day of September, 1934. 
il) ELLEN KEBBY, 
Notary Public. 
commission expires April, 
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ADVERTISING AGE 


October 6, 1934 


COMPLETE WITH ALL THE TRIMMINGS | 


ie clu TO STUDY 
MARKETING OF 
MYTHICAL FOOD 


5 “Omaha Ham Company"’ Has 
Stock, ’n’ Everything 


ee 


OMAHA H 


aay 


ae 


this eins 


ONE - 
OMAHA HAM 
Omaha, Neb., Oct 4 In direct 
violation of the National Security 
Act, 150 members of the Omaha Ad- 
vertising Club last Thursday re- 
ceived through the mail one share 
of the capital stock in the “Omaha 


AM COMPANY 


(ROORPORATED UNDER THE LAWS OF GoOD BUSINES 
JUDCMBANT AND SOUND ADVERTINGG FRACTION 
’ es 


J es 


ORs 


| 
COMPANY | 


Se pteneber F j , ; | 


Ham Company” now “incorporated 
under the laws of good business 
judgment and sound advertising 
practice.” - " 
The “Omaha Ham Company” is 
the child of the Omaha Advertising When they organize a mythical 
Club, and will be used as a “case” 


problem by the club in a series of 
special forum meetings, which start- 
ed with a “stockholders” meeting 
Tuesday evening, Oct. 2. 

Officers of the club 


club is concerned. On Oct. 16, the | 


“account will be solicited by a group | 


of- 
will | 


are also 


@ To move lawn mowers off the dealer's floor, Lyon 
helped design and manufactured this ‘‘close-to-eye 
level’’ display stand. Motion (revolving blades) was 
achieved with a small fan. 


0, 
0 


The business increase for Eclipse Lawn Mowers —3 
to 50% — detailed in the letter reproduced here, was 
the result. 


This is typical of hundreds of similar special sales-dis- 
play and special container unit problems worked out 
by Lyon merchandising men and 
engineers in conjunction with 
customers manufacturing a wide 
variety of products. 


Eclipse Lawn 
Mower Display 


SPECIAL PRODUCTS 


Sees 2222882888222 e2e2e882){4 

- i LYON METAL PRODUCTS, Incorporated, 1110 River St., Aurora, Illinois 1 
1 We want INFORMATION on: : 
' ; HW 
g Sales-Display Stand for ' 
1 (Nature of Product) . 
a Sold Through ‘ 
' (Type of Dealer) ' 
§ Special Product ' 
; (For example: Housing units, machine stands, special product containers or cases.) 1 
4 Nome Firm : 


/}Oma-Ham at the White House. 
| Roosevelt and wives of cabinet mem- 


No half-doers are the members of the Omaha Advertising Club. 


corporation to furnish them an 


advertising and marketing case to study, they issue real gilt-edge 
stock, with a seal and all the nice little curlicues. 


tell 
the 


in 
Mem- 


why it should be included 
“Oma-Ham” campaign. 


ficers of the “company” and include, of Omaha agency men, who ibers of the club will sit as stock- 
W. H. Kearns, president; Irving make specific recommendations as holders of the “Company”. 
Benolken, vice-president; W. L. to media, appropriation, and copy. A contest will be held among club 
Peterson, secretary-treasurer; and On Oct. 30, Paul Fish and W. P.| members and prizes will be awarded 
a board of directors composed of Baker, of the American Weekly, | for the best pieces of copy and slo- 
Horace Northcott, Sigurd U. Bergh, will solicit the account in behalf of| gans for “Oma-Ham.” Winners will 
Craig Overholser and Roy Wens- all national magazines. The spot|be announced at the final meeting | 
berg. radio meeting will be conducted by | of the year which will feature an 
Meetings of the club will be held Don Searle, general manager, Sta-|Oma-Ham dinner, free beer and 
each Tuesday evening instead of | tion WIBW, Topeka, and a former | plenty of entertainment. After all 
twice a month as before. On the member of the Omaha Advertising | media solicitations have been heard, 
second and fourth Tuesdays the) Club. la special committee will draw up 
»rogram will be of a general wal Copy and Slogan Contest Ieerras recommonnations as to the 
ture, featuring out-of-town speakers. |}complete campaign. 
Other Tuesday nights will be de- At succeeding meetings, solicita-| Facts about the Omaha Ham 
voted to the special forum meetings. tions will be heard in behalf of|/Company, including “information” 
To Study Advertising Problems neWspapers, trade papers, direct) concerning its past history, sales 
Chief product of the “Omaha Ham | mail, network radio, outdoor, thea-| set-up, distribution, present volume, 
Company” is “Oma-Ham” and it is ter, car cards, ete. Every advertis-| anticipated volume, policies, compe- | 
with the marketing and advertising ing medium will be given the op-' tition, etc., were mailed to the club 
of this mythical product that the portunity to present its case and!) members previous to the first 


meet- 
ing. 

The idea of Oma-Hams was orig- 
inated by Louis A. Leppke, adver- 
tising manager of the Nebraska 
Clothing Company, Omaha, and the 
fame of Oma-Hams has since spread 
far and wide. Early this year, the 


Omaha Kiwanis Club sent several 


Oma-Hams to prominent “new deal- 


in 
Roosevelt 


ers” Washington. 


and his family 


President 
dined on 
Mrs. 


| bers sent Omahans several Oma- 
Ham recipes. 
A Growing Practice 
Organization of “Omaha Ham 
Company” follows a growing trend 
among advertising clubs to set up 


|} mythical organizations whose adver- 


|tising and marketing problems can 
be used in case studies. 
A number of local clubs have set | 


up similar organizations, credit for 
introduction of the idea usually be- 
ing given the Advertising Club 
of Boston, which last vear organized 
the “Boston Baked 
pany.” 

Other 
idea 


to 


Beans Com- 
clubs 
this year 
Club” of 
organized 


making use 
include the 
Minneapolis, which 
“Adclub Flapjacks, 
and the San Antonio Advertis- 
ing Club, whose brain child has not 
yet been equipped with market- 
able product. 


the 
Adver- 


of 


tising 
has 
inc..”” 


a 


FTC Investigates 
Food “Buying Poo!’ 


The Federal Trade Commission 
has announced that, following com- 
plaints, it will institute an investiga- 
tion of Food Distributors Assovcia- 
tion, Ine., a buying pool formed re- 
cently by Kroger Grocery & Baking 
Company, Sateway Stores, First Na- 
tional Stores, American Stores Com- 
pany, and National Tea Company. 

Wholesale grocers contend that the 
buying pool is a “dangerous monop 
oly.” 


Gets Paint Account 
The Detroit White Lead Works, 
Detroit, maker of the Rogers line of 


paints, varnishes and lacquers, has 
placed its advertising with Erwin, 
Wasey & Co., Chicago. Radio, trade 


papers and newspapers will be used. 


| through 
| sidiary, 


| of 


it 
| hibited 


OPEN CAMPAIGN 
ON GIFTWARES 
OF ALUMINUM 


Pittsburgh, Pa., Oct. 4—The Alu- 
minum Company of America, 
its recently formed sub- 
Kensington, Inc. of New 
Kensington, Pa., will manufacture 
and sell a revolutionary line of gift- 
ware fabricated from a new alloy 
aluminum worked out by the 
Aluminum Research Laboratories. 
Approximately 70 pieces will be 
placed on sale in selected jewelry 
departments throughout the country 
his fall. The complete line was ex- 
at the Chicago and 
| York gift shows where an enthusi- 
jastic reception was accorded it. 

Many striking characteristics, ex- 
i|clusive to the new metal of which 
| Kensington pieces are fashioned, are 
jexpected to draw the endorsement 
| of the public. Soft lustre, a satin 
|texture, and rich old-silver appear- 
‘ance give it a wealth of eye appeal. 
Solid metal yields no second sur- 
face to show up scratches while the 
hardness of the exterior is highly 
resistant to all normal scuffing. 


Work Out Authentic Designs 


Beyond that, the metal will not 
rust, tarnish or stain and ordinary 
silver polish will clean it. Upon 
such physical advantages, as well as 
the appearance of the finished prod- 
uct, will Kensington of New Ken- 
sington be sold. Authentic designs 
have been worked out by 
Guild with mounts of old brass used 


on some pieces for effective con- 
trast, and crystal, used with = re- 
| straint, on others. 

| A broad market is expected from 


{the wide price range made possible 


iby use of the new metal. Small 
| pieces will retail for as low as 50 


cents with larger ensembles running 
up to $25, the entire line maintain- 
ing an equal standard of beauty. A 


New | 


Lurelle | 


—, 


definitely limited distribution wij; 
lend protection to selected repre. 
sentatives. 


Portfolio Tells Plans 


Attractively bound portfolios fo, 
Kensington salesmen were made yp 
‘to bring the complete story of the 
new line, company backing, policies 
of distribution and advertising plans. 
to the prospective dealers. This 
was followed up by direct mail fold 
carrying a brief prospectus 
what the salesman had 
strated, 

In order to bring recognition ty 
the name, “Kensington of New Ken 
sington,” some trade paper space 
was used at the time of the gift 
shows. Class magazines will be lseq 
during the fall selling season to 
carry the merchandise to the public 

The company’s advertising is be. 
ing handled by Fuller & Smith & 
| Ross, Inc., Cleveland. 


ers of 


demon. 


Metropolitan Life 
| Makes 3-Color Film 


F. Lyle Goldman, director of the 
‘theatrical division of Audio Produ 
tions, Inc., New York, is in Holly. 
| wood supervising the photographing 
ot a three-color Technicolor cartoon 
comedy, “Once Upon a Time” fo) 
the Metropolitan Life Insurance Com 
pany, to be completed late this 
month. 

This is one of the first uses of the 
three-color Technicolor process on 
cartoon comedies outside the regular 
theatrical field. Musical accompani 
ment is by 30 musicians. A _ special 
score was created for the film by 
| Kdwin Ludig. The recording is on 
| Western Electric Wide Range Sound 
| System. 
| 
| . 

Gillette Moves to 
Graybar Building 


| New offices in the Graybar Blds 
|puts the New York offices of all Gil 
‘lette publications under one root. 
The new location houses the mai! 
editorial office as well as. eastern 
| business office of Mida'’s Criterion. 


WBAL Appoints Reps 
| Greig, Blair & Spight have bee! 
appointed national advertising repre 
sentatives for WBAL, Baltimore 
NBC outlet. 


— ee 
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Through the open door of the Dairy- 
men’s League News, you can pass to a 
market where buying power is increas- 
ing and contidence is returning. The 
substantial dairy farm families of the 
New York Milk Shed have money to 
spend. 

Monthly 
income. 
cash 


milk checks assure 
At this season, the 
crops potatoes, cabbage, 


steady 
sale of 
fruit, 


New York 

W. 42nd St. 

Culver, Bus. Mer. 
PEnn. 6-4760 


DAIRYMEN'’S LEAGUE 


“The Dairy Paper of the New York Milk Shed” 


Cooperctive Assocation, Ine 


tt Phe 
{25 
& ; k Wa 
= 6 
ete. provides additional purchasiné 
power, 


Since dairying is the main source of 
revenue of Dairymen’s League Ne¥* 
readers, they naturally think first 
products which are advertised in  thel! 
own paper. Are these readers think 
ing of vour product? If not, you at 


missing an opportunity. 
¥ Y uJ 
NEwSs 


Chicago 
So. LaSalle 
J. A. Meyer 
Tel. Franklin 1429 
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ADVERTISING AGE 


WORLD SERIES 
GETS BIG PLAY 
IN ADVERTISING 


St. Louis Loses Self- Control 
As Cards Win 


(Continued from Page 1) 


« neglected to give much credit to | 


e-Nuts for 


(rap his sterling victory. | 
He vather deplored his initial ef- | 
orts in the series and asserted he 
vould do much better next time. 


To return to newspaper advertis- 
ng: The Wabash Railroad seized op- 
ortunity by the mare by urging St. 
Louis 
vst tWo games, availing themselves 
of the low rates offered by this road. 

tudio manufacturers and dealers 
‘id not overlook the chance to extoll 
ieiry respective makes to fans un- 
able to take advantage of the Wabash 
ivitation. 


+} 


Just a Sample 


Tom Kearney, “St. Louis’ most 
opular cigar store,” was so carried 
way by his enthusiasm that he took 
just to extend his congratula- 
to the Cardinals. 

Baer & Fuller indulged in a 
prophecy, using their news- 
space to tell the Cardinals 
vhat they already knew full well: 
You jarred the Giants, conquered 
iie Cubs and plastered the Pirates. 
Yow on to Detroit for the taming of 
those Tigers.” 
American Air 
ans to “fly to 
ack fast after the game.’ 
Famous-Barr did not 
acumen in the 
dvising fans, “when you 
at in the air, make it a 
Mallory.” 


spac e 
tions 
Stix, 
ittle 
aper 


Lines urge baseball 
Detroit,” and “get 


forget 
excitement, 
throw your 
good one— 


HISINeSS 


Costs Are Enormous 


New York, Oct. 4.—Sponsoring the 


roadcasts of the World’s Series will! pages of 


Motor 
brief 


ost Ford 
enny, a 
ndicated. 
At regular daytime rates, 
Motor Company contracted 
wailable regular network and_ sup- 
jlementary stations of both the Na- 
tional Broadeasting Company and} 
the Columbia Broadcasting System. 
The number is around 150, in addi- 
onto Which one or two independent 
‘ations are being used. 


Company a pretty 


check-up here 


the Ford 
for all 


fans to go to Detroit for the} 


its | 


| 
| 
| 


|approximate $2 


| Dizzy 


POINT WITH PRIDE 


Let Us Be the First to 
Congratulate You on a 
Hard Job Well Done 


The St. Louis Ford Dealer Organi- 
zation used this full page to con- 
gratulate the Cardinals. 


of seven games, the expenditure will 
38,000. 

This does not inelude incidental 
expense, such as the services of the 
six announcers, nor the $100,000 
which Ford paid for the privilege of 
broadcasting the games. 

Work of organizing the broadcasts 
was in itself a huge task, but it re- 
quired only ten days from beginning 


to end. This included contacts with 
both clubs and both networks and 
ironing out many details. 


Dean on for Grape-Nuts 


General Foods grasped opportunity 
by the forelock Wednesday when it 
featured Dizzy Dean on the Grape- 
Nuts program over the WABC-Colum- 
bia network. Fresh from his victory, 
came to the listeners along 
with news from Admiral Richard E. 
Byrd in the environs of Little 
America. 

Dean was interviewed by Eddie 
Bachelor. Happy over his pitching 
for St. Louis which stopped the De- 
troit Tigers, Dean gave his audience 
an illuminating and somewhat amus- 
ing inside slant on the first game, 
and a taste of his cock-sureness. 

The day of the broadcast, General 
Foods hastily released a 50-line ad- 
vertisement announcing the special 
feature. This appeared on the sports 
between 40 and 50 news- 


| papers. 


today | 


No one seems to know just what it | 


costing Ford, but the 
tained from being the first sponsor 
ta World’s Series broadcast is ex- 
jected to be worth the price. The 
hotor Company authorized a blanket 
Xpenditure and when the service is 
mpleted, it will look over the Dill 
ind pay up. 
This is largely because no one 
‘OWs just how much time will be 
‘“uired to run off the series, or 
Yeh how much each game will take. 


prestige 


| 
| 


‘he agency, N. W. Ayer & Son, Inc., 
‘pects each broadcast will be trom 
‘hour and a half to three hours, 
‘ending upon how evenly” the 
ams are matched on the day of | 
'Y and whether closeness in this | 
‘spect. will require many extra | 
Ning | 
Time May Be $238,000 
for time alone, using a two-hour | 
"face, the bill per day will be! 
aly $34,000 for the stations used 
both 


broadcasting systems. At 
of this writing, it 
least five games must be 
yer Which means that Ford’s 
‘alles! possible time will be around 
It the series goes its limit 


f time is evident 


I 


Display Firm Starts 


Point-O-Purchase Advertising Com- 


pany has been organized in Dallas 
by Lynn Acton and M. K. Davis in 
‘conjunction with Robert Sheegog, 
Sheegog Printing Company. Offices 


are at 314 S. Ervay St. 


BROADCAST OF 
WORLD SERIES 


New York, Oct. 4.—Though the 
world series broadcast of the Ford 
Motor Company was probably heard 
by a large majority of the nation’s 
baseball followers and was _ there- 
fore successful from the Ford view- 
point, it also demonstrated that it 
is impossible for any one advertiser 
completely to up” such an 
event. 

The 


Press 


“sow 


United 
and International! 
ice refused to 


Associated 
News Serv- 
accede to a request 
ot Baseball Commissioner K. M. 
Landis that they prohibit their 
members from broadcasting the 
play-by-play description provided by 


Press, 


press services. 

Commissioner Landis’ request that 
the press organizations keep the 
series holy for the Ford Motor Com- 
| pany was submitted to E. H. Harris, 
chairman of the Publishers’ Na- 
tional Radio Committee, who sent 
the following telegram to all con- 
cerned: 

Refuses to Accede 

“Commissioner Landis has __ re- 


quested the press associations to 
prohibit their newspaper clients and 
members from broadcasting play- 
by-play descriptions of the world 
series. Since the radio bu- 
reau controls all broadcasting of 
hews from press” association — re- 
ports, the request of Commissioner 
Landis was submitted to the execu- 
tive committee of the publishers’ 
national committee and their de- 
cision is that no such restriction 
shall be imposed upon the 
papers. Newspapers, if they so de- 
shall have the privilege ot 
broadcasting play-by-play direct 
from their press association reports 
over stations which they own or 
with which they are affiliated, pro- 
vided there is no commercial spon- 
sorship.” 

James G. Stahlman, 
the Nashville Banner 
president of the Southern News 
paper Publishers’ Association, also 
took a hand in the debate, assert- 
ing that it is against public interest 
“for sports promoters to sell exclu- 
sively to any commercial interest 
the news of a transcendentally im- 
portant event such as the world se- 
ries, whether that news be for pub- 
lication or broadcasting.” 


press 


news- 


sire, 


publisher of 
and a former 


SPRINGS LEAK 


‘|Hop e te Lift 
Retail Burden 
By Advertising 


(Continued from Page 1) 
are due to errors made by retailer: 
and their clerks. On the other hand, 
the buyer is far from guiltless. 
Many returns are due to the fact that 
buyers change their minds; the 
wrong sizes are ordered: mistakes 


are made in matching colors: goods 


‘ 

29 
are carelessly bought and returned 
as “unsatisfactory.” 

The campaign and attendant 


studies may result in a 
of the worth of “charge” 
t is a well known 


revaluation 
customers 


fact that 90 per 
cent of all returns come from cus 
tomers who have credit accounts at 
stores. They buy cursorily and re 


turn their purchases in the same off 
hand Individual have 
struggled with this problem for many 
moons, without making much 


ress. 


way stores 


prog 


To buy other than ABO’ 
coverage 1s to scatter seed 
where sales cannot bloom 


*ACTIVE BUYERS ONLY 


MILL® FACTORY 


A CONOVER. vated 


205 E. 42nd St., New York City . 


PUBLICATION 


333 N. Michigan Ave., Chicago 
(B-715) 


In KANSAS 


The Weekly Kansas City Star | 


Next largest farmers’ paper | 
Weekly Star’s Excess. 


Next largest farm paper in Kansas 


The Weekly Kansas City Star (Kansas Edition) | 
Weekly Star saving... 


Rural Route 
Subscribers 
in Kansas 


94,197 
78,836 


15,361 


19% 


Advertising 


Rate 


80c per line 
65c per line 


Differential in favor of The Weekly Kansas City Star. 


15c per line 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


PUTTING FINISHING TOUCHES ON MAIL MEET 


ie e id | re Ae. ; Vie 
y ‘ ; ; , “a 


Here is the Boston executive committee for the 17th annual convention of Direct 
Mail Advertising Association, which will convene in that city next week. Seated, 
left to right: Elmer S. Lipsett, educational exhibit; Edwin E. Leason, treasurer; 
Arthur V. Howland, vice-chairman; Leonard J. Raymond, general chairman; 
Herbert Stephens, general attendance; Carroll J. Swan, entertainment. Stand- 
ing: Samuel Krock, chairman, M. A. S. A. convention; Herbert Farrier, producers 
and suppliers attendance; Philip J. McAteer, sessions; Samuel Spring Talbot, 
hotel arrangements; Alan Miller, registration; Paul T. Babson, users attendance. 


LEADS OFF NEW SCHENLEY DESIGN PROGRAM 


— 


“Lhe 
World's 


g Ise o wh 5 


aed aa. “Ps in 
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As a key to its new merchandising philosophy, Schenley Distillers 

Corporation leads off an extensive program of label and package 

redesigning with this unusual label on its banner brand, Old Schen- 

ley, and a bottle carton which opens to form a display unit. George 
Sakier is the designer. 


ONE-CUP COFFEE MAKER INTRODUCED 


= ttt ; | 


Dripette, a one-cup drip coffee maker which fits right on the cup, has 
been introduced by West Bend Aluminum Company, West Bend, 
Wis. It will be sold as a premium with coffee, tea, or other food 
products. 


IT'S RENT THIS TIME 


ro mmoouct vou 10 CERE SOTA... the flown millions use for atk baking 


WIN FREE RENT 


UP TO $1,000 


Ni a San aw Soe 


CERESOT 


Noy 
LEACHED 


A, 

Large-size newspaper space which 

appeared this week, announcing a 

letter-writing contest in which the 

first prize is $1,000 worth of rent 
—or cash. 


NEW DISPLAY SCRIPT 


Wedding March 
BY STEINWAY 
Al Brides and Grooms 
ane invited to come and 
march down our aisles 
of Wedding Gift Stein- 
ways .. Any artatyle to 
of your home . . every 
at the Steinways that 
for years have been in 
the homes of Hofmann, 
Paderewski, Rachman- 
inokh and other artists 
Jhe Steinway Salon, Inc. 


352 PARKVIEW BOULEVARD «+ EAST 


Reproduction of Mandate, new 

type face being introduced by 

Ludlow Typograph Company. It 

is available in 36, 48 and 72-point 
sizes. 


The pause if 
that keeps * 
‘you going 


Coca-Cola Company has already finished work on its genial December outdoor message, 292! 
ing the perennial interest in Santa Claus as its theme. The old man will smile down from 2 


T QUARTER 
— DETROIT Bl 
eS VISITORS Rs 
| DOWN PENALTY . 
mB YARDS TO GOI 


EVERY MINUTE NIGHT AND DAY SOMEONE BUYS A CHEVROLET | 


a Fs 


n2rorEParce « 
ES 


Broszaz Pres 
Srx MH OAM 
Ox? ANS 


>— 
WALKER & Co 


Spectacular electrically operated scoreboard which Chevrolet Motor 
Company has supplied to the University of Detroit. Duplicates may 
appear in other stadia this year. (Story on Page 20.) 


MODERNISTIC RECEPTION ROOM FOR AGENCY 


———— — 


The attractive reception room in the new offiées of Al Paul Lefton 
Company, Philadelphia agency, in the New Broad Street Station Bldg. 


ONE REMINDER THAT THE CHRISTMAS SEASON IS CLOSE UPON US 


n select 
4-sheets 


throughout the United States and several foreign countries. Haddon Sundblom, Chicago, is the artist. 


play, 
chant- 
Price-| 
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October 6, 1934 


ADVERTISING AGE 31 


“Classified 
Advertising 


The rate for this department is 40 
cents @ line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 

PRODUCTION MANAGER FOR A 
PROGRESSIVE PUBLICATION:— 
This man has 14 years of actual ex- 
erience to offer a publisher who has 
eed for a good systematizer. Trained 
» the mechanics of the job. Works 
parmoniously with printer, engraver, 
saper mill and associates. He can 
make good roughs as well. He is 31 
ears of age and married. Now em- 
sloyed in publication but seeks 
sreater responsibilities. Box 503, 
ApverTISING AGE, New York. 


—— 
—— 


PUBLISHER’S REPRESENTATIVE 
WANTED 


or exclusive New England territory 
y a commission basis for promi- 
sent business paper. Interested and 
active prospect list supplied. Box 
505, ADVERTISING AGE, New York. 


——— 
—— 


NEW YORK REPRESENTATIVE 
WANTED 


Experienced representative for 
high class business paper for New 
York City on a generous commission 


SYRACUSE GETS 
FIRST COPY ON 
FROSTED FOODS 


30,000 150.000 Sportsmen Readers 


In 1933— 
a p en t — of Low Seale 


(Continued from Page 1) 
eye foods has been obtained to per- | 
mit a supporting advertising cam- | 
paign. About 25 per cent of the 400 
class A, B and C grocery stores there 
are selling Frosted Foods products. 
Over 90 stores were listed in the 
opening advertisement. 

Syracuse is only the first market 
to be opened on a thorough distribu- 
tion basis. The company plans to 
develop other markets in a similar 
way. The advertising is handled by 
Young & Rubicam, Ince. 

Following the initial advertise- | 
ment of a page and a half, the 
half-page carrying the dealers’ 
names, Frosted Foods plans to con- 
tinue in Syracuse with consistent 
advertising, insertions to run about 
800 lines. The list of items offered, 
which was up to about 100 some four 
years ago, now is limited to 45. 

The time element is treated in a 
dramatic fashion, for it is one of the 
strongest features of this revolution- 
ary way of preserving freshness in 
foods. For example, one insertion 
offers, though at present out of 
season, a surprise in “fresh straw- 


(1) On Hunting and + *1,138,200% 


Hunting Equipment... .. . 


An Average, per man, of $37.94 
(2) On Fishing and 


Fishing Equipment... ........ *595,200% 


An Average, per man, of $19.84 
E know what these 30,000 SPORTS- 


men spent because we have cards 
signed by them giving us this informa- 
tion. . . . They represent the 30,000 
QUALIFIED circulation of active, money- 
spending sportsmen who to qualify on our 
list, had to supply information as to their 
activities. This 30,000 is a circulation 
bonus given to our advertisers above the 
REGULAR 120,000 A.B.C. (audited) cir- 
culation, on which our advertising rates 
are based. 


j basis. Regular quarterly, semi-an-| berry shortcake now.” Another These Same 30,000 
tual and yearly bonuses. Box 506, | tells inland Syracusans that they can 
ADVERTISING AGE, New York. 


M. M. 


vs. 


now have fish as fresh as though they 
bought it at a fishing port. 


Illustrations Tell Story 
Again, a spring dinner in October 
is featured, with “garden-fresh” baby 
lima beans, fresh raspberries and 
asparagus—‘“a millionaire’s menu at 


Sportsmen devoted to 
(1) Hunting - 661,000 Days 
(2) Fishing - 750,000 Days 


An Average, 


tor a budgeteer’s price.” April-grown Per Ma n, 
nay asparagus can now be served fresh 
. a in October; as well as “plump, fresh U 


summer peas.” 


TOTAL (Fishing and Hunting) 


in planning the Window Dis- In the follow-up copy, large illus-| @yaranteed 
olay, it pays to be "Mer- trations are dominant, the food in Circulation of Days 
chant-Minded" rather than each case looking exactly like its 


hrice-Minded. FACTS TALK! 


FREEMAN CO.% 


Starr and Borden Avenues 


counterpart bought in the fresh prod- 
duce market. The Good Housekeep- 
ing Bureau’s seal appears in each ad- 
vertisement. Readers are repeatedly 
advised to see the Birdseye Frosted 
Foods “tomorrow morning,” to look 
them over, hear all about them, and 
try them. 

The “curtain rises’ copy pointed 
out that “penny for penny, Birdseye 
Frosted Foods often cost less than the 
same so-called ‘fresh’ foods” and 
“every ounce you pay for goes right 
on the table” because these foods 
have been cleaned and trimmed be- 
fore weighing. It also stressed the 
shortening of time required to pre- 


(and still growing) 


Sa 
These Men Who Spent More Than $1,733,000.00 on their 
hunting and fishing, Must Have Spent PLENTY for..... 


Boats — Outboard Motors — Cameras — Clothing — Boots and Shoes 
— Camping Equipment, Etc. 


AND WE WOULDN'T BE SURPRISED BUT THAT THEY 


Spent a GREAT And for Such To Say Nothing 
EE 2 ee Commonplace Things as About ..... 


L Island City, N. Y,| 227° the meal, with most of the pre- Automobiles Shirts Good Liquors 
e ong Islan ity, N. Ys! paratory work out of the way. —: Shavine C Gi 
= Considerable space was given the asoline Shaving Cream igarettes 
description of the Birdseye process, Accessories T 

moa Se E D [ CAL attacking the problem by telling what ooth Paste Tobaccos 
dad ADVERTISERS it is not, that is, ordinary freezing, Tires Hair Tonics Cordials 
which is said to destroy the flavor of ; 
“g smashing mail pieces that will cut cost| foods and change their texture be- Radios Razors Pipes 
‘mailings in half, printed to order in two cause it is slow. : 
%ors. Write for samples and prices. In the Birdseye process, it is ex- Oil Sox Beer 


‘STAR-COURIER CO., Kewanee, Ill. 


esr 
ISERVICE 


| PHOTOSTATS 


plained, vegetables, fruit, sea foods, 
poultry and meats are _ stripped, 
cleaned of waste and packed in sani- 
tary containers, then subjected sud- 
denly to temperatures far below zero 
which “imprison the freshness of 
perishable foods.” Slow freezing, the 
advertising states, forms large ice 
crystals that “pierce the cell walls of 
the foods and spill the flavor-juices.” 
Quick freezing produces only crystals 
so small that texture and flavor re- 
main unchanged. 


Plan for Television 
Advertising Reported 


A large broadcasting station is re- 
ported preparing to inaugurate an 
experimental facsimile service to re- 
ceive and print in the home a little 
newspaper that will unroll from a 
mandrel under the radio set, says 


FOR REMEMBER — these 30,000 (like the other 120,000 ABC 
part of our circulation) are just REAL “HE” MEN. 


Any advertiser or his agent having among his friends and acquaintances men 
who are SPORTS-men, will not have to be “sold” on the potentialities of this 
man market. 


Send for Special File Folder of Data on SPORTS AFIELD \_ 


We have prepared and shall mail upon request of any advertiser or adver- 
tising agency, a PERMANENT File Folder giving complete details on cir- 
culation, Qualified, Active Sportsmen circulation, linage data, sporting goods 
dealer analysis, etc. ft 


Dr. O. H. Caldwell in Electronics, New York Chicago 
which he edits. GEO. W. TALBOTT BUNTING FiSmINO STANLEY B. ROGERS 
a The broadcaster plans to furnish cone searmeconems i oe 
RAPID TN) Daa aad ea) ree Tolls of paper on which the Eastern Adv. Mgr. eee ae Advertising Mgr. 
— newspaper, with its headlines, text, 608 Graybar Bldg. America’s Oldest Monthly Outdoor Mayasine 30 No. Michigan Ave, 
; display advertisements, cartoons, Sitand —Est. 188 Tel 
Now Yorks Vanderbilt 3-3680 weather maps, style sketches, etc., is OR ane wate elephone 


Mohawk 4-4079 


a, Me ae ae 
te ae é 


900 Phoenix ‘Bldg. 


lect B Alc ) For All Branches printed. The rolls will be supplied Randolph 9293 
a) “'eveland: : State 6013-4$| on written application, so that the ° ° ° 

ets Min 9395 Chicago sien et actaetee gan’ ae cenieae er ae Minneapolis - Minnesota 

rtist. — and where his readers are. 


Member of Audit Bureau of Circulations 
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IDVERTISERS TO 
PASS ON STUDY 
OF CIRCULATION 


late tommittee Asks More 
Time for Work 


Cincinnati, O., Oct. 4.—Members of 
» National Industrial Advertisers 
ysociation will be asked how much 
aud what kind of circulation informa- 
on they desire, in addition to that 
gready supplied in publishers’ state- 
nents, it Was indicated at the N. I. A. 
, convention which closed Septem- 


» 99 


ber 22. 


This recommendation came from 
Carl B. Dietrich, Wagner Electric 
(orporation, St. Louis, reporting for 
H. von P. Thomas, Bussmann Manu- 
facturing Company, St. Louis, chair- 
man of the committee. 

F.0. Wyse, Bucyrus-Erie Company, 
Milwaukee, is also convinced that the 
industrial paper rates 
continued. He said the 
need for such a survey has not been 
dininished by better business condi- 
tions. His committee has collected a 
mass of information on rates which 
will be disseminated later, he said. 


study on 


should be 


Wants More Information 


The committee on publishers’ state- 


ments desires additional data on 
thee four points: who the readers 
ve, What they do, where they are 


lated, and how many there are. 
Mr. Dietrich said some publishers 
contend 


that space buyers are not 
sing all of the information now 
tontained in A. B. C. and C. C. C. 


leports, hence it would be futile to 
send time and money to provide 
hore. To meet this argument, the 
IMmittee sent a questionnaire to 
-l space buyers in industrial adver- 
‘ising agencies, asking them whether 
‘ey needed this additional informa- 
‘on to be able to make an accurate 
parison between papers. 

Thirteen space buyers replied in 
‘le affirmative; one wanted further 


‘tla on only three of the four points; 
le wanted it on only one; one 
itted no further data and_ five 


lailed to reply. 


Requests Other Data 


Going 


into more detail about the 
ture of the further information 
‘sired, Mr. Dietrich said unit cov- 
“4&e should be shown. This would 


Yeal the number of companies in- 


‘ed in a cireulation list. His 
‘mittee also wants a more detailed 
“’staphical break-down by counties, 
’ Supplement the reports on circula- 
“n by states now available. This 
“uld enable space buyers to deter- 

le how closely cireulation paral- 

‘the break-down by industries as 


~ “t by the U. S. Bureau of the 


“Sus, 
The con 


ation 


mittee wants more light on 
functions; it desires to 
oe W , ' each reader actually does, 
: fan merely what his title is. 
‘panies which are selling 
are glad to reach sales 
. tor instance, while others 
Mr. p iain as worthless. 
— rich concluded with the 
@° ) an : that every N. I. A. A. mem- 
5 ‘the ss e allowed to give his views 
® additional information 
for A. B. C 


gard sy, 
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HERE'S OPERATING STAFF OF N. I. A. A. FOR THE NEXT TWELVE MONTHS 
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Roosevelt and 


Richberg Add 
To Confidence 


Cincinnati, O., Oct. 4.—Two letters 


from government officials vied for 
attention at the N. I. A. A. conven- 
tion. One was from President 


Roosevelt himself, stressing the im- 
portance of cooperation, while the 


executive director of NRA, emphasiz- 
ing the fact that the profit incentive 
is still relied on to spur industry to 
its best efforts. Mr. 


tion. 


of the 
said: 

“It is a real pleasure for me to 
extend my best wishes to the mem- 
bers of the N. I. A. A. and to express 
the hope that your annual meeting 
will be a success in every way. 


convention committee, and 


Pleased With Cooperation 


“T am particularly pleased to note 
that your keynote is cooperation, as 
a sincere spirit of working together 
along proper lines will frequently 
isolve the most difficult problems.” 

Mr. Richberg’s reassuring message 
jread as follows: 


NRA has contributed substantially to 


other was from Donald R. Richberg, | 


Richberg’s let- | 
ter was regarded as- especially sig- | 
nificant in yiew of his later promo- | 


The President’s letter, written front | 

ry | 

Hyde Park, N. Y., was addressed to | 
William E. McFee, general chairman | 


ll 


wo) Widmann 


“Greater Things Ahead’’ 


By GREGORY H. STARBUCK 


President, National Industrial 
Advertisers Association 


The Cinctnnati Conference 
surely reflected the hopes and 
plans we in N. |. A. A. have 
for continuing the splendid 
accomplishments of those who 
set the true course toward 
cne far-reaching developmen. 
of industrial advertising and 
marketing. They believed al- 
ways in the firm values to be 
realized by industrial men 
who could and would take 
part in the work of the Na- 
tional Industrial Advertisers 
Association. In these splendid 
precepts we have inspiration 


to work for the greater things 
ahead. 


this result and will merit and obtain 


increasing public support as its pol- 
icies and methods are more clearly 
defined and can be more consistently 
maintained. 

“The cooperation of trade and in- 
‘dustry is essential and I believe this 
‘can be assured if it is made clear 
‘that the recovery administration is 
‘dedicated to the principle of self- 
‘government of industry and is seek- 
ing to maintain a fair competitive 
isystem, with full opportunity for pri- 


‘vate initiative and the incentive of | money too, without delay. The exact 
“In my opinion, we are on the road private profits and the maintenance | forms required to handle all of the 
sie . B. C. and C. C. C.|to a definite economic recovery. The /of all the constitutional guarantees | transactions were flashed in front of 
si lof individual liberty.” 


Snapped at Cincinnati by a staff photographer was this interesting group of new N. |. A. A. officers com- 
prised of J. R. Kearney, Jr., St. Louis, second vice-president; President Gregory H. Starbuck; and Wil- 
liam E. McFee, third vice-president. Seated is R. Davison, the new first vice-president. 


i 


MANUFACTURERS 
DRIVE FOR BIG 
NHA BUSINESS 


Urge and Help Dealers to 
| Get Orders 


Oct. 4.—The 
Radiator Company is considerably 
further advanced than the average 
company planning to take advantage 
of opportunities created by the Na- 
tional Housing Act, it was indicated 
at the annual convention of the Na- 
tional Industrial Advertisers Associa- 
| tion in Cincinnati Sept. 20-22. 

A Visomatic presentation prepared | 
by American’ Radiator 
was shown at the convention, 
method being adopted because of the 
(speed with which any sales story 
/can be prepared. 

The major part of the Visomatic 
demonstration was concerned with 
giving plumbing and heating dealers 
an accurate picture of how the Na- 
tional Housing Act works in the sale 
of heating equipment. Dealers were 
;shown exactly what course to pursue 
vin order to get the business and their 


Chicago, American 


| 


(Continued on Page 13) 


TWO NEW GOALS 


ARE SIGHTED AT 
N. 1. AL AL MEET 


Handbook is Certainty Copy 
Research Next 


Cincinnati, O., Oct. 4-——That the 
National Industrial Advertisers Asso- 
ciation is not content to rest on bril- 
liant achievements of the past, but is 
driving forward to even greater ac- 
complishments was indicated at its 
12th annual convention September 
20-22, when two ambitious new proj- 
ects were announced to the 179 active 
and associate members registered. 

One is an Industrial Market Data 
Handbook of the United States; the 
other a nation-wide study of indus- 
trial copy appeals, which will, it is 
believed, provide members with infor- 
mation with which they can produce 
more effective copy than ever before. 

The first of these messages of prog- 
ress was brought by Roland G. E., Ull- 
man, head of the Philadelphia agency 
of that name, as chairman of the com- 
mittee on marketing of capital goods; 
the second by Forrest U. Webster, 
inanager of merchandising sales, Cut- 
ler-Hammer, Tiic., Miiwaukeé, repre 
senting the Milwaukee Association of 
Industrial Advertisers. 


Starbuck Is President 


The optimism prevalent at the 
meeting, as attested by the large at- 
tendance and comprehensive exhibits 
of advertising, which reflected the 
rising tide of sales, was heightened 
by selection of Gregory H. Starbuck, 
industrial advertising manager, Gen- 
eral Electric Company, Schenectady, 
N. Y., as president of the N. I. A. A. 
Though the association reiterated its 
intention of repealing the law of suc- 
cession, basing its choice on fitness 
alone, it has long been evident that 
Mr. Starbuck, who has served as first 
vice-president for the past year, easily 
qualified on the second count and was 
to be elevated to the _ presidency. 
“Hitch your wagon to a Starbuck” 
was the slogan which ran through 
the. convention, 

Mr. Starbuck, who succeeds How- 
ard F, Barrows, Austin-Western Road 
Machinery Company, Aurora, IIl., will 
be assisted by one of the most effi- 
cient staffs ever made available to a 
N. I. A. A. chief. His first vice-presi- 
dent is R. Davison, New Jersey Zine 
Company, New York, who bulks large 
in mental as well as physical stature. 

For second vice-president he has 
the brilliant J. R. Kearney, Jr., of 
the St. Louis company of that name, 
and for third vice-president the tal- 
ented and energetic William E. Me- 
Fee, American Rolling Mill Company, 


Company | ° 
this | Was re-elected secretary-treasurer. 
| 


Middletown, O. 
The indefatigable Allan E. Beach 
Littleford Brothers, Cincinnati, 


The New Directors 


New directors were elected as fol- 
lows: 

Chicago, O. A. DeCelle, Interna- 
tional Filter Company; Cincinnati, 
Charles M. Reesey, Cincinnati Milling 
Machine Company; Cleveland, Lee E. 
Donnelley, Lee E. Donnelley Com- 
pany, and Glenn H. Eddy, Ohio Brass 
Company, Mansfield; O.; Milwaukee, 
J. O. Ferch, Harnischfeger Corpora- 
tion; Philadelphia, R. E. Lovekin, 
R. E. Lovekin Corporation; Pitts- 


| burgh, J. H. Waxman, Westinghouse 
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Electric & Mfg. Co., and D. C, Grove, 
Blaw-Knox Company, Blaw Knox, 
Pa.: New York, S. L. Meulendyke, 
Marschalk & Pratt, and Leon H. A. 
Weaver, Superheater Company; St. 
Louis, H. von P. Thomas, Bussmann 
Manufacturing Company; at large, 
W. J. Ramsey, Mathews Conveyor 
Company, Ellwood City, Pa. 

Most of the terms are for two 


years. 


The first of the outstanding mes- 
sages of progress was brought to the 
convention by Roland G. E. Ullman, 
head of the Philadelphia agency of 
that name, as chairman of the N. I. 
A. A. committee on marketing of 
capital goods. Mr. Ullman reported 
that the stage is set for the Indus- 
trial Market Data Handbook; pre- 
liminary negotiations have been 
completed, the Department of Com- 
merce has the money, and is ready 
to start work through the Bureau of 
Foreign and Domestic Commerce. 
The basic facts which industry re- 
quires to do a scientific advertising 
and selling job will be assembled by 
the government itself. Allan E. Beach, 

And those who have profited from | 
the Consumer Market Data Hand- 
book of the United States realize | 
that the Department of Commerce 


RE-ELECTED 


Littleford Brothers, Cincinnati, was re- 


elected secretary-treasurer of the N. |. eos 
A. A. at the Cincinnati Conference. All that is necessary is to get the 


CLASS & INDUSTRIAL MARKETING SECTION 


The handbook will not only con 
geographically by classifications 
wage earners, methods of distribu 
tion and proportions by each meth 


disclose as practical and feasible. 


A. A. committee. It was also indi 


|mation by Washington. 


N. I. A. A. approved list. 


advertising manager, 


outside of the plants of members. 


facts from buying and specifying ex- 


ecutives in plants represented in the 


| 
knows where to lay its hands on/no less august a body than the jury|N. I. A. A. 


the essential facts. The consumer jon the Harvard 
data book received recognition from of other years. 


is 4 
VALVES 


Advertising Awards| Each buyer will be taken on a per- 


sonal tour of the advertising pages 


Read By 19,031 Men Responsible 


For Power 


A proposed steam power station for a new office 
building in Washington, D. C., will cost $1,000,000 
. a program already launched for doubling the 
power facilities of the Ford Motor Company's River 
Rouge plant involves an expenditure of $5,500,000 
. Close to $4,500,000 will be spent for a new 
power house and pumping station planned by a 
chemical plant in Louisiana . . . these are a few of 
the many new and modernization projects pro- 
posed or under way in the power plant field. 


BN 


ru 


Equipment 


Whether your boilers, stokers, turbines, engines, 
condensers, pumps, piping, valves, motors, belting, 
steam traps and other power equipment will go into 
these plants will depend on the way you get your 
sales message to the men with buying influence. 
Let us tell you about the economy with which 
POWER PLANT ENGINEERING will present 
your story to 19,031 chief engineers, plant super- 
intendents, consulting engineers and other men 
who have a voice in selecting power equipment for 
important plants throughout the country. 
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Charter Member A. 


B. C.—A. B. P. 


93 West Jackson Boulevard, Chicago, Tl. 


od, but other data which conferences | 


| Though Mr. Ullman did not so re- 
|port, it was obvious to those back 
of the scenes that the recent inter- | 
lest of the powers at Washington in | 
| capital goods has been due in large 
|part to figures presented by the N. I. | 


leated that the N. I. A. A. will be 
jcatles on for a mass of other infor- 


The survey on industrial copy ap- —— 
peals presents a problem of coordi- 
nation to the N. I. A. A., as both 
Milwaukee and New York have gone 
into the problem individually. The 
project, however, remains on _ the 


Mr. Webster, who presented the | 
Milwaukee viewpoint in the place of | 
Emery Heuston, Bucyrus-Erie Com- 
pany, said the N. I. A. A .can make | 
such a survey almost without going | 


| 
/ 
\ 


MM av 


| 
| 
— <4 


| 
| 
| 


of industrial papers. 


which made the deepest impression | 
on him, and why. From such infor- | 
mation, those in charge hope to | 
evolve definite data on the kind of | 
headlines, copy and _ illustrations 
which get results in each field. 

President Starbuck gave a clue to 
N. I. A. A. objectives for 1935 in his 
report as a member of the activities 
committee. He recommended special 
attention to these four subjects: 

1. Distribution of manufacturers’ 
literature by jobbers. 

2. Function of advertising and 
publicity in advancing sales of heavy 
| equipment. 


| 3. Value of radio in promoting the 


4 TWO PRESIDENTS TAKE A BOW 


tain the pertinent facts of industry | 


Outgoing and incoming N. I. A. A. presidents reluctantly consent to 
pose for photographer. Meet Howard F. Barrows and Gregory H, 
Starbuck. 


He will be|plete willingness of the industri 
asked which advertisements he saw, | 


‘sale of capital goods. | 
4. Use of silent and/or sound | 
| films. 
| Resolutions adopted by the asso- 
ciation paid tribute to those who 
‘have made the organization’s efforts 
‘successful and established a prece- 
|dent by conferring a life membership 
}on Leon H. A. Weaver, Superheater 
| Company, New York. Heretofore this 
honor has been reserved for past 
| presidents. 
| The association expressed its op- 
jtimism over the business outlook in 
| this resolution: 

“Whereas the N. I. A. A. realizes 
‘the necessity for cooperation with 
the President of the United States 
jin his plea for partnership and co- 
|operation, and 

“Whereas long and persistent ef- 
|fort on the part of all interests, both 
in government and industry, have 
| been made to create and maintain 
|industrial stability, progress and 
prosperity, be it 

“Resolved, that the N. I. A. A. 
does hereby register its complete en- 
|dorsement of the activities of the 
| Durable Goods Committee in general 
and of the plans and work of the | 
|Federal Housing Administration in | 
| particular.” | 

It was further directed that copies | 
of this resolution be forwarded to | 
the interested government depart: | 
ments “as an indication of the com- | 


and sales manager with hea! 
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advertising business to cooperate 
every way with the present nation 
movement for improvement of b 
ness by the National Housing Act 


Shovel Company Starts 


Drive on New Produe 


The Wood Shovel & Tool Compaff 
of Piqua, O., has opened an introdué 
tory campaign on a new “Close 
Back” shovel which combines tb 
good features of the welded str 
the hollow back, and the solid sha 
shovels while overcoming the dis 
vantages of each. The closed baé 
and the heat-treated shank will 
featured in advertising copy. 

Introduction of the new  produé 
opened in October issues of selecté 
trade and industrial papers and Wi 
run for the-next four or five mont! 
Publications carrying the campalg 
will be Contractors & Engineé 
Monthly, Engineering News-Reco" 
Hardware Age, Hardware World 3 
Mill Supplies. The schedule will ai 
be increased by the addition of 
sumer publications later on. 

Fuller & Smith & Ross, Inc., Clev@ 
land, is handling the campaign. 


Annual “Hardware Age” 


Catalog Number Out 
The 1934 edition of the Annu 
Catalog and Directory Number 
Hardware Age, known as the “whe 
Makes It” issue, has just been cent 
to approximately 25,000 hardwats 
dealers and jobbers in the Unit 
States. 


: Soing 3 

It carries the advertising of , 

g 592 «00 

manufacturers, totalling 229 “ 4 


densed catalog advertising pase 
gain of 83 advertisers and 43 adver 
tising pages over the corresponding 
issue published in September 19». 


Get New Appointments | 
Hoyt E. Hayes, formerly ex?! 


ne ‘leve 
sales manager and manage! at 
land district sales for the Indus. 


Bay CitYs 
preside nt 
jquarter® 


Brownhoist Corporation. 
Mich., has been elected vice 


at Bay City. 


James B. Hayden 
pointed assistant sales 


has been am 
manager 


a ey SS oF ee, ee 7 we 4 eee ee ata 4, tay .. Ps eter 1 > Sethe * me tah een SP ene PO a ee EE ee ROT ee ty tle fe el el a ee ae a ele ae ek We ee SS ee Pe a ame he eee ee ae ae ae ee oe bis = Sms 
Civ able vv chiay ot: Pale ae - Te we ge te Ne ae d 7 ; i Se ss Cay ore a sie ae uaa y a . or way : we baa ee . 3 : ons ~ ‘ a 
pratt, ea Paar ly, a : Stine wigs P Pet: aka se ie a! feat rs ee 2 Bote, ; oe : a, 8 f 4 ae ; J ¥- 
mee to 
\2 Ua a 
Sf a 
kita 2 ee 
i = = ; —— | el 
; ene zn am _- - 
| ; Eg J 
a TS = : 
Peis. Aes . 
. * 3 : Mi ; | 2 
i ties — 
'* > ' 
—" a | <4 = 
% “ag : 4 
S : 2 3 ‘¢g 
maz ce . : Ph Spe se 
<3 me oe — 4) 
*, “~~? eal 
— 4 a ig 
— ~*~ 
= eee 
s 1 ee ae 
} oath “yap $ a A “i 
gimme i. % ote ms if e-4 a 
‘3 ars SPER ) eee Ty. 
¥: ra Pe z he ile ha 2 eae as ‘ ne Bp osnie' 
g if P= aa : oh ae ti = Trae, er a 
ta — Bs. ‘ ‘ ne ay : , x i yr <' 3 . Sos. 
ae * 2 ite ORS oY, 
a aoe” — ae | ; : 
= eee . h ee +: ee ie is 3 ) ae? ee ivi & 7 = 
Pre ee ers. camer is SS ee ae 
gre og ee ae ae heath a ee 
Be +t i : a ‘i a 3 ste erie 2 Oy, ae i ae ely. . i er 
ae er a | se ‘ia ta ss 
dae hte ae aes Mri 24 Lo eee nae Wiese yt, “tS ee 
gt = 5 ei ast jf 46n7e Ckly “a paar Ri ee tte Le =. wa 
oe oh oe nee aL Bt: ee Te PG rent fon > = rae 
eet a8 Sn el er ee pr fy atl a ee Tees 
ie oes Fa ---4 Pia: So se ri caece: Et Ree = a ce. 
a $ p+, 4 45) a : ri pease ee Neg ey eS E 
ce: ne es ae gO ee, a ™ 
Unigene. Sr RE 2) dg) ee eae eel ee aa 
a We eS ee td ee ee 4 aa 
Ce daa * ee oa iis? sO ee mac, = 2 . 
Pamivemiteec: | mame) Se 5 seid ee . oS 
pate ee 4 de Sa ee 2 Sei . eames = hai 
wae 4 ee Fn ks pe SG pe as — = 
ee a ae eo ee ee ee i ei ay > are 
bs ge fe = ee a eS * mae 
ge eo ee ee A ma 
BAe . be emenane 7 tn q eh ee 
5 Pees res r * be) Be eon = i : : . MA ee — 
= 2, nn ~ ek i - ’ on, ; a : vy g . ah 
<7 ace dae —— , : a =i ay. y be ’ « ° iy a> ia besides peg x a Ba = ire co 
<ite ea, i. i : : : . Per ees oa : ae. on i ze 
moe te... 4 iaF .. BT \ = rs ifs ig 
Mees het Rug 4 ss ee 
= til 4 ‘ . on { 8 a " reve 
ae . E-. 3 | j ' “ Be a i : " : tg 
PR ow . . he ; f ; A cee Bissesssciteas #7 - Pliers te a 
ed he j q y si 
ein a a ; ail a = ee 
oars i ~4% ! et ke eo : “ eae ; ; ee : 
4 5 . §+ - werd uae J i eet. , ae ois : Pe 3 ae 
; = . ——— t 7 8 OS a és Bok . —— 
- oS ae / ; > 7 <i a a nae silica 
i : oe ° tir rm of a, Oo og as ae Sai, as 
Apes be ~ i th , j . setin  8.7 KS : se a. oe a 
ane ete : ee ei, F -. ii ay | , 2 ay ; oT en — , "ee : MEE iio es mee * ~, ans 
pas = : ~ is . # ‘ae we 4 . oe 0 ae b a i i Mn < 0: 2 tits. 
: = per : » se Ss i: f _ ¢ ys VAN go OO a ees _ gs Pa el Pee a 9 ort 
< ' e ~ ‘ we “ad _—— + ; & ‘4 ee ie _ 1er* Fe Be eee fois ed re eee aks i rm, ne . a 
: rt , dad Sf | i ra Shy : oe ae ae Ae ey sare oe Me ee ~ " 
Bh? Sh ¢ Seb, | i Bs hay v oe nage ee _ — mee pe ee oe NS eee 
Ey. ay, Aye lay see p v5 . eX Py . ‘ iP: ; , j “a a m “% er ee ; a a i. ea oe 
cies laa “Y me , ‘ a Te | ‘) A oe a ai: SO tee mie ? ae : iii ae 
ae 4 — J er b ~~ | < iv ie * : > oem J ; 3 oS ee Sw om € shi : isin: “ ae ll : & Rhee ae e < . 
2 pad eS pill SE ater | Breet: Serres — Oe ae ee ae 
Lg he = - . |] < ry , ey e . * % * Pp f & be a 
#5 % ~. eee iene . } . | mae se : Ea me rex a : 
—. — fies) | ini ew ele IN AY a ai 
eee . 8 i , oe ‘ | tt 8 hee ee Oe — oe ct 
i. CONDENSERS re | i i 
= 7 = hy dest “ 
i =e ; P S 4 er Ne = 
: we _.. I« = ee PSA ali rf \ e Se TERR Iey om 
7 . > . ve - . i aes Camas Sctincnecnsdtain cl 
: >. ‘, + *3 * « ee — i oe > —- 
a , Real > 4 ee i , x ; rae 5 ee has 
: ; j . ~ ‘: Bae. ZN ————<j : viene ewe J er 
3 ie. rs q / _~ i” a? 4 \ + wee Sut”, ; &- . : oie hd oF ne , 
og we i. ice = = ; . ¢ 4 . . Abs, bea te 7 ee RK * : detect ekg we J é 
Bree: POs et “ i " iy - q —— m= " [SEE se = 
Binet ee ~ | Peri I — 
Aieaogee 4 oo by —- = . “ ae eee lS ‘ ee . 
mee ieee — ae ace ee ' ae. he F 
Papen (ty ary ey Pe ty . . ; a .* om Si < , ; 
pen i f Bilgee epee a : + Bi a a = | 
me 2 a” ee ee . a i 1% _. # a =a 
; , e ee — +p es 4 9 p ea — ° ¥ 2, at 
0 Se ee ' 7 re 
8 io ‘ ware Am i ee ee e.g < ‘ 5 i ik & ¥ 4 a a 
, adhe aa = 1. ch i ar ’ § | q 3 a 
Ce re ie ay 9” a : «0 ode \ f ‘ mt ; F: 
i) a Sa iat " 2 * i= ; s j ; 
il i; Z a i eal 8) re ‘w v A we a ios} : if g oe * “ ° hed = — 
ee ; : : a ee, ft ; ‘ { “a ae. gala ‘ us 
5 es : h, ” “0 © 4 ea : eet ae a 
ee ; > . t _ 4 : % A ‘ : x i Pe . y 
BOT ae ee ?- y “) y Bis. , ge 
_— a “ , %' Ife 4 a5 j S 
: —_— ~ § S _*_ si 3 ws ah Me 4 . ——— 
f —— : ¥ a es : fi eo oF is = —<=a“ 
x vy We es : ? B23 kG Pe aw ee es ee 
ahem. cl ue Bee. FS x is sS . 
i His 2 Laine J ap ‘ £ i Mee is Oh © G P 4 oe 4 ea i € by 
: ‘ae be ‘= Ps , ' a a 
; a o-gren ys “ . a : ~ Mi ig ; ‘ <a : ~ 
: ae ‘a 4 a J : . ’ " . 
: ee sy ——— . x ¥ a te 
. $i RS arya wa ‘ 4 ee Sree © ae es | é 
AO ee a a ss ca 4 : * PS, * " 
‘o4 eae » a i 7 Hea 
ie a, 
~ 4 ————e 
- | 
Se, Lee | 
fe oie. | 
ia eee | 
; Wier th 
a Po 
eS 
of, 2. a 
as ia 
an 
ae —— 
ee aes 
ane aes / 3 
ea a 
Rate eis 3 a 
Ms Ni RO 
Mw 2 
Wire anes ae 
; ee 
q 
; 
Me 
a 
— a 
oe ma 
ee ee 
Pee cones 
vo ae arr 
ee hs ae 
ie i. 
ei 1 
. 
— gee 
Gg re Sat 
We Peas N 
bee Binet 
ei ey 
a ras 
* a “so a% , WY 
rhea ‘ 
hae a 
Te. N 
- “ . 
x Ss 
ae ee 
St, 
as 
i ee ——— 
ei ee 
an it = FY 
agit ea . 
gery % 
Bi: he aks Py — 
Pe * a - 
AOR ee, ies ale st eer ens SP ae os , ae 2 Per ye RS Oe ee Ges Pe yon cose: SpA a Ronee SE OOPS eS Yr uae aS Sy IR Pe eae alr Sp eeetaes DNeggit J Fo cd 0 aia Sah ides A i eae a a) eal 2 aD a 2 eau nO 1g Ma) 
a at Bist sir ins a re Ce FORGE lati te ee Pe Se EMR gon 8 ae Sere es SUR Sbi SCP iieet Reka auey SAF ce arene a ee re gs ela Ce > ee Pre ffi fos Pc te aang ue? gees Pee a Gy PORE FY ae “gee gr a Sais es, ae Pie ey au 2 ful e 
eM og ane ah A 2 Oe Re ee eee ciesiae ae a. ook Sareea ead A ee de Fen oc ae! okt te ee Po ace, Pee ic Are WS das aoe Ber isis. Colin ie Rae GRR ge ot eee ee agi Fist Pe RE Pe i tiod Se Bela are pirate ee eet 
Mea gE Nae’ Oa ee ONE ee 55 ee a as me a Ee eae Jaga Sate Si ees. oo ba is. ong Ie Bia te ee iets ae sake ee! eer coh Sepa wits ueere a 
Eee nr ot aOR Seo AP ARE o- BeeH ott, to Ne fe Se non ot le ae ies Rae Ye ecantipas Pat 45 rent nee os ta OA eat oe SOR BSS, 2g ites ee e eenpie ry. Dae ware ee ale BARRE | ofr Nimeame eam SNS) Se RRR EN = Rice} Circe a ae aire Mm, ones aad Bie a Tee ore ee 
ihe BE: 3 ‘Aa Dec she See ana pean eae Vici Ee: Onan eelae ae RSs Le iste Searle o Seabee ie Ps OES aT STIR 22 RRR Re Dieta + cana oe TS ninin, SS Sere y NY Sieaoa ee Bae Peli t tee ts oe a 
EG ce It Sp ae PRM ag gern eh eae ate fire ee eal Ch tea i er SER CGC Pine ee REPT, Aha INES pn, Sete Pee Maia Ree Pikes ts rol a a Ud Tes Rae 4 Soak ee ad reas heel A eS ges. oko? Menem rey eee C A TS eat aasks oe OE eh ea te Selo erp OEP) ewe ee ies 


6, BOctober 6, 1934 


eee 
_ 


ee 
were rts & ae ora 
eer 


cst aerrrre = 
Re 


nw 
nner arcs 
>» powe 


; 
= 
. 
uo 
7 
" 
~ 


3 eee Seer 


rate way? 
ee OS ‘ 
“ Lage ene at \e 
venes * ac lom™ {o' wet att 
mal * ern orn pert’ Ee ce wy qos et xeon" 5 oppor . 
me N08 ear He he asa t ay theo ne a wt oe “le Y 
c <r po as oe equine Tye re 
y : AN 
oa var ayes 


of this ¥ “ 
ge Bg 2.00, ® 


ol 1 
‘were “ 
ve New 


lustri 
rate 
ation pics 
fb ea 
“ysis 
: Ad eee 
oro 
phey 
; ce 
s ec 
ur 
odue 2 
yewla 
ym pal c- 
outst 
{ro 
side 
‘put 
wpe 
1 
nis 4 she OS pl 
po 3 he saver® a: re 
ones seetsioateg of the Pai Ae ELECTS en 
€ wwe a or) she ie 1 ain Y & 
ty an? 7 ‘ 
rodue ive is parties, saver Ue ined Oe \ ules 
8 wien Bo mish > ” arrange public jes © m 
elect D perme Sections . 
) a Lon bens gore tere od 6 ort Vv . 
1d wil ae moanerials Sig wele +.» [re aa 
1ont! THe saver pelle, : 
¥ 2 4 
npaig ne afar’ aoe Sas | 
: et 
yinee 3 eine eT sae 1088 
: on waxter consi etry of BS 
C hike oe ane Pl qin 
goth ether . 
Id a iors Seas Nate 
| wc. hers w 
| : be Ot wore on 
way egtimnist’ en 
ve CS 
— woe sine rein ve Sent 
Cleve {act prook © preter 
. Con AE 
grero** Bee spin wis wer 
” The ee Sips a ge 
ye a a 
rere ght mas ket se aways 
and He we one 
Out we oct, Ne St 
Ease be 
C wel gnat an ar 
er 
“whe 
1 cemt 
dware ; 
4 I like the w 
ay of runnin itori 
e matter back th h i _— 
g _the advertisements. 
S ON 
E OF THE ABOVE LETTERS 
Speaki 
1 ing of i isi 
g the high visibiity of adver 


cok : 
res, & 
LECTRICAL 
WORLD i 1 v7 
in its “Bulletin,” issued periodically, i tising in the new ELECTRIC 
cally, is carry- the current issue carries: CAL WORLD 


1dver 
en 
6 page ads. opposite reading 


nding 
ing the news ° 
s of the ind . 
ustry s — 

a advertising agencies. It y's recovery to electrical manufact 
<por . It contains val . ‘turers, and thei 
leve adaptin aluable inf . eir 
a g your sale ormation th = ‘ , 
trial s plans to today’s conditi at will aid you in 6..% page ads 2 
City P S - 1ditions. r 5 2 aii opposite readin 
ident ._S. If your hame is 5..7% page ads. opposite di . 
tert ee not on the list to receive thi 64..ads. in all, opposit reading na 

ay—there is no obligation is Bulletin regularly wile 24 color pages e reading : 

. 7? e od ‘ 
7 two page adverti 
rtisements 


ELECTRICAL WORL 


> cael > ee 
mae MMi ceee as yds eae 
‘ a “ sia or ye” See 8 
~ 5, Fe es ett abt mel 
: Peis 43 ¥ ee 
, ee da tues Te eo" aoe. "S, 
ao er My. ee Nas e 
. fate -_ oe ae 
‘ | ; ope » / 
s en SAS hee Pee 
‘ : ar . Sy 
. EP A ch ld eee: ,. 
eas Bs a ah 9 gee fag 
' LD OO POURS bad en aed 
yee a eagle ie 
ag i. ee sae 
a i AA Series. ost See 
a A r Are Ge eet ol 
— aeeeene D is eels ~ 
neuen nea RTIS ‘ Z er sen ay Ten ee Mra tee 
ING A i Say es ot Ma sb 
“Ss eae wore & 
—_—$ $$ _—$____<_— a7. ee 
Li?” gum 
. Lat r SL By 
peo : sats — ee 
L ; es ; : . 
wm pers Ar = : 8 3 : 
Ay hs ees a, : gore . ; *# : 
=. - va. Me : a i. Pei ¥ Be met ——— - 
Hea « ae eee ; ties ye a j - ’ 4 
ah: y whee 3 ot fee - Secs fw i - 7 _ a 
; ‘=o vents Wet P =~ rani a *% ; ie ; 
bg i ” Tome H -— ca ” : ea . he j d AS ¥ : 
* Mid mae ‘\ Ff 
ag. 5 cl A , 
a si se" ' 
ae eee iy 
i ste an is b ‘ 
a 4 ba a ; . : ~ hi 
hee a r j 
e tips i liadsy 
eee mts rn 
; 3 Bae ae. in < \93 : 
Veg eee Ser TEMBES 18, e 
is eee | : 
; oy. ko outs a Bye c 
Nery Se: ? ; 
er ae ; oR WwW : f 
ae ea tine eae 1 ANY “9 pies 
. or s ae j UB = ING co 9 ,. 
beh a a =opuss $ Se 
a See “a Ww yur Ti ee 3 
ee aa haa By » *? 
an oe McGRA \ m3 
a ae ia «Mth Sales \\ NEW issu el 0 S — 
= 5 es ee L hh \ an . Sy oe © 
a ep THREE ME + orth \\ DATES a | eas : Paes 
= eat nuMB e ~ Cam pacatio® gate Ne . - SY 7; a oe q 
babes aa yylatio® S + nese \\ Soke eS ysine® ore, : 
= ie \ aes oS 2 t ae oe 
* Bai eae Leas Wi Cov ya 99 or Bus " Fe gt vn wove"— 0 e ee eee ce 4 
F ya wee) early ’ oa Ww a’ wt cae ' te ae ” 
ae. Gs er e \ of an \ oa Sent ene ae mar ; 
aoe. i a \ Ot eo one” ve ee ogy ; 
: on ae &e yica : eps vile | on 18, cs tot Meh aeicies SHS son Met ye ee ae mt os 
pee scien SHON iis\\ at ots an in a Actio® ee PP eset ; 
ee WwW . 6 wee sonata tn org e\ SE Goel <i ae a 
-} riya spies e ers and orbe™™ phe! pid xinemet® 4 should ren aks pat Ot, cue OE will Mad »\ ‘ ¢ gaitio™® ie Mie Sen ay oy ; 
aaa eS 9 rt) A ver at a and yor | ast eek vance at ce erode rt) wee % god © = - new Co Br. i OD TT: 
Doe te see tee _— , New of - a) weet rane ~~ bo aa? * ; Pp 
ae ae a - \ swat re pis. TO aque \ Rego ae a ‘ a 
a haa ders an = rien \} as © man \\\ nile, paid, Nee be Ne LSS ee ; 
ahs ae ane Bet' © gate at \ ont yer * . AM ens | o S “ae a ee ae ahs , 
a a b Kes oe wo | tas coment wom Sagi, Mace ome \eoae wey Ns, et |B AILOF® all eee ee + 
“Wes Ud aan, a a > s \ G a \ o Ga ” ' ’ 
Sige: Tig g gpatetisl inside sipaet ory saver porte ery oA we ome Oe an ont \ “ pees gare other sation "i w oprsinet ee m3 > cor 
a hy eainoris minim . anas® & c Ayo oe - a oe RT : 
es “ qoomt of hae grove Lo na ex ti8i08 » ts “ we Sere pis \\ ew an see a — 0 Wes aces ee i 
ia ae? oe ‘ook spould 3 4 y rooes wo? Lead tor as orenanct are ar See F 
ie aE * od Mal r  estiv® we sores be corpo “se "os TUN ace Of Poona A Soweto, oh ° — CR fl p ; 
i: seco S54 eet FS) Sovoere Se ees See teniae eA oO oes ete iin ais: * 
oN ip UMS ke f es ve ~ gi 0%, for | sees covers © ~ wom As Ane , ond grec om { ene ae ope 4 =. 
rae : im 0 <*¥ ° na wat — a ‘. sed acies © ony © ail uw eee at : 
: i z ons puio® Fro™\*s, wee oe wt ae we wous | x coli et met \ tight oom at 8 = varee | ses et ay and recta erci S5 cornice. a & palace yuilitier> weneial® Active a ht at = 
5 ee ee yard ‘ the tea" a jue © - naar arte EF ci) ‘ il : 
Te a eader® essere w .. por!) sport wane be oe que ey = ‘ret ia tone woes » WX oe & ve mney nnn Ws -, erected go. eases and \o ypatio™ and on e ® 
—- pesdert_— is eee Vesna ore it ies cWtt\ ‘we we oath \G ramen at) Yq Moke, a 
Swe eae Om . wo {ollow shit Med pect" hats ways © aan ans ae ‘inte 4 
; : a i \oo ur) ot \pave pudl! \apor® s Vv canow® and aoe am = omy ‘ aoe Th 
ae . a g AW ai t New ssue® ual convertion wo? ie as we sata ta Y oe pens ane < ign \-r . ) erst nae® | ve tah heat uy’ ser 7 - ae a ee fe 
‘ . : poke guetta om arica ee we cles ome © ne pro™ 4, ctory new \rurer® Y * ao ae “a 
fi ms > yorere™ \ sist > - porn be we Of ver * in ed yore shey PY wold of accorew cies tT 4 yeel® finds a qunitiet ee nam we » . . ‘a ie S i‘ 
b : : | eno! 1 cons Sauer ot apey \es ert y sulll¥ ar caro’ na of srare ‘ q - a Bae 
pe q ——* is ot vest pee OSS venture wc eorse seer?’ rast YS, whe Tevers) Or gerience® and) ne hegre w ris 19 wren DOM mak wy 1! ee Ba ‘< “ 
« ; Ad pavers Manas promone® » s — wey sooner fon os 108 sull andar neat - abe pow engin yiwe read nex" ot ot ~. - ‘a “yr 4 o ile = ; 
i sales No nave guste ‘This oom . Wwe no we , pros en vo ag ee 25 ws 
bein) qpakiv€ come”? mies on the ae” nce 5 = a eee oe ae a iy 
pavertioe™ of New pir se woo Cnerle* w. tenet aa *, megetet deren C4 te pune od were he inte 1aprornh 0 chy ot vw ore ae — a. Rees a ae. 
‘ sage Pelmet - , ae OF 439 aggre \ rove Cf ; ember 7 " whet ® q wis ° wope\\ ne v0 ME jean oF eee, ; 
ef yan! 4 ren’? ‘ 4 got XE \ we eeoge? pave, > y we Sept ee {rom xv? 3 Sa 8 We ate Pt ris geo” A fee ae = Pan’ : ay 
: Co gre oF i vn we WN Your rt gat © way U mL ane wwe anes coureee Be OS ae ny «ee c 'oeaa 
Y , avd Co gist usin wo om ye opine craic woue and all ned it, * native outline yas and \owet yas HE ow a «.\ehaeaadl i 
: py —_ BS en) reteset UNS gaa rhe Ee perv mh carins oo ae qoriow ins venta vom sasncal Report - a apasustial guilt indus alt ete prea ares =), ; 
gris *) 1 6 oy {or is ot STL cn have ares 4 and a geltns 7, Se and ovtee™ erent Geert vet onnden® qo wee ot ey ae 
£, «ego us ano et ays cies OOK ¢ se. 8S coment ad xen wu & saree? weno «we rer ' siren, ys weve © >; a > < 
en over 8 aosicinn sent ss \e * oT ae ges wot ey Wie a new wait and wane Enel ite et ean oP Se be a ee 
oe, : petore v » W pre 4 y en xrene ot 4 om ant qechiniave Y at we\” 24 Swov® wo article ¥ wont? yy nece® pints Gan.1), 
je ost feelin’ new eon” ‘woud nave ma tS oe | a\\“* postr ati’ cecins walue gnrev® oor* wy OP Toman Met aoa gis w" ; bce ‘si 
M . € nad chan! 4 whe elect ve ace O ° nets) © ject cent ° qeadins ee wt new , aoe a4 
y issue of whe pane qnat be - co & pec” you net one © ct . new sie’ gees wl  & Gene pe wroa ' Pyne Alvet pe ee wo ¥ ois oe . : 
. we ya © ‘pote ands a \o eared yiedoo™ wer * gine we * wpe pired e hemselve? Code: - vl ay wee oe he read apne are & : 7 i. 
oa) not 08 cr al plication yo why Beroe™ pein ar’ a  ecis) feat agen 4 new equiv’ i is 4 
rad ost € ow pear? of OY Campero and wis © pe om Sanaa’ eos oret® Ww yn 00 3 oot elu & , ‘a geowtere” gut? F i : 
eee sy we none LS ca 'E eae . Sales make weit * geilins oanet or \) lave a 5 : : i 
a oun verte vy Soret ne = \ spank = pains a aed and a -_ a on ar one in pot aps issue “ fot aust ’ y 
. 
A ao nos ed we G80 3d nem is ea paescet Len? 2. Ae its | aril ph net eat 1 en - : 
wor Tey \w eanoria at \wou” * aye accoreR ne \ We”! ot re » eects raiytins 4 
he oo ayes we ner ‘wens from ill peovle io ME\'G. E- ty ogre Ligh, oulat gol curred an \ piant® im Sater agen 108 analon ae nc 
be Ried see oa ‘ot. Lats coe wre WGN yoo wil outa |" was very R— mr pusete vained and con ded vy wile cade seives 10 sc nest article cree iftew! 
yer << mole Shey ert x, ee sore exe hr we new 9 whe gpicdne® ¢ e vent 3 afc adde power ‘ere . ‘pos? pene july: det : oars. 
S\. pasts sic YO yet wit pink at pis selling Mian vores” ; And ne Oe 2 08.0 tre a\ cote ; = 
oh prove spied and Pine resi a & estet | Wom 1 arin eine 1 i ate nue eco” LONI’, Uncle Sam 2nenelan ad ena a te ; , 5 
an pee ‘3 we oA zg Manas® aries res wn aave™” wy aed even gat® about ne on e chet hae ais ay Vays © r _ = : : bis 
nt to wan 3, vs en ee Ge pera} coset) ine ee on oe : gts uot Noa tons and wines and \ ness sarsil ee? nett Set and = etic - es a Mert > bom | yor ae : r ¢ : ‘s 
amset Rn eit) age in ganet <> a ' wee on The * pout oo cle vere m pes i every” tion ¥ o . i Ra} wed 
wi ew &- wast a % Survey acts © _ * - ne mes wet at Sin we ee ee 
'y _ we <4 eave i J ceor* Peet a 9 ot portance wa ge we way ok rane pe Snarketins av jyaple tot gel viet oe sec ye me spent one corte wee ne penne ? cet cea ’ rane che paintins : NA ee 
‘ be for ~ a awe | ke jes oa ee Ser rer DO we gawit * ahem sal gent 1 8? \ ning hh can Ve 8hr qwellinge pein Ye ins 108 sainten rant _ 
ypeatvon® eet pil gous gre sore Pinos) 3 Basle es \nase? ma vo ve #0 \ nin nes Oa Anes cent | tome ma Rae ; : F 
Th cate at poss cereals tone mo, we eee nan BEE oo jog WSN jaer® tam cae? oe hel < ose it Te "oy ee capital > “ seg shoe eo at ne 4a ae 
yo Wwe « corwar® with Ope gndusttd | ance and serlnen ved win OF @ ‘Sales Proms OY yall veh ra wns get © ceopee™® and § ows yoived @ reve Ot yo" oo cnr ulin a he beet 4G iNet wre 
wed ©. go Cas fad og a « axeriall amor pane” eparee™ and m onmerce ant avail” Brai0t PO qn oem easte  entt apove eet 108 Oa yency a eer ae ; i & a 
ystibe® toe MEV all s wm yO " yo Wome erene tO gard airy 2 oe i sone or ae quer gd ant © < Tapa beg ral ¢ . oo = 
we pans —§ a ord ot Ne —— © a » arene (ecw comnett | ty Tow © Nequacd axandar | qhese aioe 1 Toes 2 ones oot vers ee eee ia 
arr ncONes io w make ioe or you yave matt avie seevoomen onde ¥ “iat, me ends ane . a ala aE ae ) a te eg = 
om 10 ‘ yy ynese | «a a we é. 
Se ey ewe Ses s\n ceo 28 “Sea se > tha Was 
ein Se ieee eh sete th kT ss : ee . 
shins psccesh god EE aver dent 5 vain Og mang in & Foes nie | Wome 1 wow i of Bas think es WR, ; f elt shee oy a2 
ses colnet all Radel iors 10 is vo pei wee? the a" ecg, ole one oanets ig now Nyon Se uaets an ™ aa ois on ee a ae bil 
BOY tit ire c ore ¥* axity® pave ane 0" rere a: . 79 7 ae 
. a judle \eve) Lo B. Kee ent eo ve put shoul ¥ & shen 9° ws ane proeee’ aw 3 Pra ye a ae 
; \ oe ea ee the TN ae seen ye canto tot nie et ; re ae: 
ain p-\ 0° veprere™™ uJ ° caine OF ‘ .% + gl alias 
<« * ne ne PE gino ad ’ \ee yors® “ eS er - en 
> ‘janee™ - enec® cept 2 
ar wedi ae : 
at.” re ee we , om 
ante f* Oe = 
potter eysure by es oii, - et 
gose *° hei maple 9 Ae : | 
yet -, eae eer aed oe . * SB 
ot 00 reste 7 net! fore ye ae peg Be ic SR7" 
oe Ce ae poy 
ara: A ae : ‘ 
ap a : 
oe 
. Roe for - 
aR oh e 2 hag 
Ris cnreraw Petar, 
Sree. el ay Jb Aa Cay ! 
Bie get eS TRS eae Cae 
ioe eC ee pees dpe 0 330 WEST 42N 
pint ghost se ge a fk SE ae RY gi eee Se SNe ae sees 
pies sien ents ax abe Es Ge ee ace ot So ah 2ND STREE 
peti ae SANE ey uy ‘3 Pika: elie / Pok : 
eich 5. pee Shh Ae Ronee Be REN i 8 Sel atees vas fa a T, NEW YORK 3 
Page ey Piet iH eon si NORGE YS RK, N 3 
GPR ney AA ig Re ec os. ORS  & FE — 
to * ONY, ea ae Sah Sees Se lana ee ar ees eS ° Ss : 
3 eres sear See Seat ta peas Mae ei. 
Re ots gt ar sate Rea Gag tt a ‘ : 
as tae Toit eerce Meuse rie aie TS he ; 
aca Sai 8 it 3 ee ne cane phe ES + Lire a 
‘Be Sell Wp bec Pace eae irae es ae a Pees ies Nieree a ey Naty + . e 
.. Poe SE So a Moa aatit et Saseeanse 9 Sa as Je ss ss 
se a st ic ae aaa Sea ss a ia a 
egy ee Tae ee * Pays) ge ae ee Ge aa Garncn sy, c tae Pa 
aa eee eo qa ee eae eer ec. Vea) Sage re: ‘og eee 
ceasi* = ween Pe ae ut ae Ros ais ae ee ee = s ys ae 
ae Ben) Ee ee Pr i en ~ + ¢ 
Ee WN ert Bae Sy fae Ro Sl a) Ohana ri 2 : DBF rt en. 
* POSS eet ee Oma tO " area ee Ae 
pee Meee a oie, Bigs: cal ees Sunes et Bae ce 
> Soo See : ciget We} Le Sen in PE ihe "gs: ea 
TER ren eg ae gop oem ah Si 
SR ek oct am ey oh esate LN see a age? a Salad on Bat ver See 
DORE Rees eS = ages beh ene 3 eee! Re os i hier 5: eae & : 
ete Bad ars a epee se ee sy ae S sen ee 
ee Werurane nee es ae eae yiahe 
Ke Ses ee ete > ane op Ral u y 
AOE BRD ae PA jae Piece Bits 
A yi Se as ese 
¥ gricr. set 
pe 


4 


October 6, 1934 


CLASS & INDUSTRIAL MARKETING SECTION 


Class A eRenaintal Marketing UNEXPECTED OBSTACLES TO RECONSTRUCTION 


section of | 


Advertis 


ing Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


For 18 years devoted to the advertising and sale of products to industry 


ISSUED FIRST SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago... .... 2... 0.050005. Tel. HAR. 7504 


New York Office, 330 W. 42nd St.......... 


G. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


E. KEBBY, Secretary 


MURRAY E. CRAIN, Managing Editor 


RALPH O. McGRAW, Associate Editor 


KEITH J. EVANS, Contributing Editor | 


Advertising Representatives 


J. R. BOLAND, New York 


O. L. BRUNS, Chicago | 


SIMPSON-REILLY, Russ Bldg., San Francisco 


Vol. 5, No. 40 


October 6, 1934 


5 Cents a Copy, $1 a Year | 


Making Advertising Work for Sales 


The exhibits of 
tising which 


industrial adver- 
were such an interest- 
ing feature of the twelfth annual con- | 
ference of the National Industrial | 
Advertisers Association in Cincinnati | 
notable for one | 

characteristic which has been com- | 
mon to most successful advertising 
campaigns during the past few years. | 
That is, complete integration with | 
the entire 


last month were 


merchandising operation | 
of the company. Advertising is not | 
permitted to run without being tied | 
in with all other promotional and 
selling efforts, and the result is that | 
its value is thoroughly utilized all | 
along the road in the process of turn- 
ing a prospect into a customer. 
This consists not 


merely of keep- | 
ing the salesmen informed of the ad-| 
vertising being placed, important as | 
that is, but also of interpreting the 
entire advertising and sales promo- 
tion strategy to members of the sales 
organization, including distributors 
Every unit in the or- 
ganization is aware of what is be- 
ing done and understands its purpose 
and objective. 


and dealers. 


The plan of integrating advertising 
with other merchandising activities 
also emphasizes the element of tim- 
ing. It is not of much value to have | 
salesmen informed of what is going 


on unless they can time their own 
personal efforts to 
vantage of what 


take ad- | 
is currently being | 
| 
| 


sales 


and sales 
The step-by- | 


done in the advertising 


promotion department. 


| dispensable to the companies which 


step building of a campaign involves 


using each piece of promotion as 
part of a complete program in which 
personal sales efforts will click at 


the proper time. 


There is a big advantage to adver- | 
tising and to advertising executives | 
in perfecting a set-up of this char- | 
acter. It makes their work of defi- | 
nite, practical value, and enables ad- | 
vertising to play a recorded part in 
building sales volume. It makes of 
advertising and sales the real team | 


= ~ _——_ 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGF. 


138. Outline of the IEN Plan. 
This folder of information (de. 
scribes the complete editorial, circy. 
lation and advertising setup of Jn. 
dustrial Equipment News for place. 
ment in the media files of advertisers 


and agencies interested in advertising 


'to the general manufacturing market, 


| 110. Baking Industry Facts and Fig. 
ures. 


The baking industry is not merely 
large, but almost depression-proof, 
|this survey by Bakers’ Helper indi. 
‘cates. A decrease of only 6.6 per cent 
from normal poundage was reported 
|by the industry in 1931, though dol. 
|lar decrease was somewhat larger. 
| Total value of baked products in 1931 


Fak eee 
coer §& GANNUC) : 
| WRECKERS | © 


"We don't know what to do about it." 


jis placed at $1,190,047,000, showing 
|that this industry will never fall be 
low a billion dollars in its worst 
year. Other sections of the survey 
show the kind and amount of equip- 
ment required to keep the country’s 
bread-basket filled. 


~ Life. 


Voice 


they should be, each with specific | cong hes Data Book” 


tunctions assigned to it, and each op- | 
erating in appointed fashion. 
Looking over the exhibits at Cin- 


Useful to the FHA 


To the Editor: For the past sev: 


cinnati impressed the observer with | eral weeks we have had several oc- 
the complete character of the cam- |casions to refer to your Marker Dara 


paigns which successful advertisers | 
have been addressing to industry. | 
The sales tie-in, the timed follow-up, 
the informative character of promo- 
tional material were all emphasized. | 
It was evident that to those who pre- 
pared these campaigns, advertising 
was more than just copy. It was a 
real merchandising activity which 
was intended to pull more than its | 
weight in the sales team, and to pro- 
duce specific sales results. 

In times like these, there are in-| 
numerable opportunities to make ad- | 


— . . | 
vertising so important as to be in-| 


That result will be 
accomplished by care in integrating 
it with the other sales-producing ma- 
chinery of each organization. 


use it properly. 


Engineering Schools and Marketing 


It used to be said that many suc- 
cesstul heads of companies manufac- 
turing products for use in industry 
were production-minded, and thought 
little about the 
tribution aspects of their businesses. 
Their 


marketing and dis- 


success was based primarily 
on engineering and production skill, 
and not especially upon their ability 
to approach their markets most ef. 
fectively. 

executive 


This type of was more 


successful in the days when indus- 


trial markets were expanding at a 
rapid rate than it 


is likely to be in the very near future. 


very is today or 
Krom now on the marketing execu- 
tive will hold the 
the industrial 


reins in guiding 


equipment house to- 
ward the goal of manufacturing suc- 
cess 

That the engineering schools recog: 
nize the situation is indicated by the 
fact that some of them are now in- 
their 
general 


cluding marketing courses in 


curricula—-not as part of 
business courses, but as an essential 


in the preparation of those who are 


to make the field of engineering their | large. 


life vocations. These schools ap- 
preciate the fact that the engineer 
should not only know how to design 
and produce industrial goods, but 
how to put them successfully 
into the channels of distribution and 


use. 


also 


Cornell University, for example, is 
giving its students an 
opportunity for training in market- 
ing, and it is believed that other 
leading schools offering engineering 
courses will amplify them in the} 
same direction. Many engineers have 
found their ultimate activity to lie 
in or near marketing fields, and even 
the executive of engineering training | 
who is not primarily concerned with 
marketing should something | 
about it in order to do his best work | 


engineering 


know 


The future will not discount the 
great engineers and production men, 
but will capitalize their efforts by 
them the marketing slant | 
which will enable their achievements 


. | 
as an engineer. | 
| 


giving 


| 
| 
| 


value to themselves, 
and industry at | 


to be of most 


their companies 


Book and were required to consult 
with the Department of Commerce. 
Since this volume undoubtedly will 
be of increasing importance to us, 
we request a copy. : 
We are sincerely grateful for any 


/courtesies you may extend. 


PAuL P. WALSH, 


Press Digest, Public Relations Di-, : 2 
sme gt |to deprecate the value of novel folds, 


vision, Federal Housing Admin- 
istration, Washington, D. C. 


: a a 


Steers Clear of 


“Trick” Direct Mail 


To the Editor: My opinion of the 
so-called “trick” or intricate folds 
for our industrial advertising liter- 
ature is that the 
equipment we have to sell are types 
of men who are more interested in 
having advertising literature that 
gives them real definite information 
which will help them solve their prob- 
lems or reduce their operating ex- 
pense. I do not mean to imply that 
the literature should not be attractive 
and well presented but I have made 
a practice during the past three or 
four years to steer clear of the so- 
called “trick” stuff. 


G. W. CRAMER, 
Advertising Manager, Goulds Pumps, 
Inc., Seneca Falls, N. Y. 


> = 


Urges Caution in 


° ° ° 
Designing Literature 

To the Editor: Relative to so-called 
“trick” advertising or intricate and 
complicated folds for direct mail ad- 
vertising, in preparing our direct 
mail literature, we 
recipient as an industrial executive 
who is interested in obtaining in- 
formation that will help him do a 
better job for his company. He wants 
facts, presented to him in the form 
of good illustrations and concise de- 
scriptions which he can grasp easily 
and quickly. Obviously, 
format and printing lend prestige and 
acceptance value to the mailing piece. 
Trick mailing pieces undoubtedly 
do attract attention. To my mind, 
too much. The well-known principles 
of effective advertising, A-I-D-A (At- 
tention, Interest, Desire and Action) 


J the Industrial dliiieas 


| still apply. 


prospects for the) 


think of the) 


attractive | 


‘on Automobile Radiator Evxperi- 
ences of Fleet Owners. 

A summary of the replies received 
from 73 fleet owners to a question- 
naire covering preferences of types 
and methods of servicing automobile 
radiators. It includes’ types of 
winter protection used, thermostats, 


It is well to remember 
that undue emphasis cannot be given 
to any of them if the mailing piece 


is to be effective and produce re- 


sults. : ick li |anti-freeze, etc. The survey is issued 
: The creator ; of a tric maling py Fleet Owner and covers 27 states 
piece may derive some satisfaction 


in all sections of the country, and 
fleets with an average of 80 vehicles 
each, including passenger as well as 
|commercial cars. 


trom the fact that the child of his 
brain has passed around from hand 
to hand with the comment, “here’s 
something clever’. But how many 
pay any real attention to the message, 
or even remember the name of the 
advertiser who sent out the piece? 

Understand, I would not presume 


105. Contractor Turnover Measured. 

The statement that “a market is 
not a fixed unit, but a parade’ was 
coined by a general advertiser but 
die cuts and other ideas that have | it is given new point by this survey 
the specific purpose of directing at-|»Y Engineering News-Record in the 
tention to, and arousing interest in |CoMtracting field. “More than 50 per 
important features of design, or that cent of the rated contractors in 1932 
emphasize other points that help sel] | 2nd 1931 are not on the rated oa 
the product of the advertiser. rs 1931 and 1930 respectively, an¢ 

Novel ideas have their place in ad- * aed — * ete Suatrneears oe 
vertising but they must be used with in 5058 a a nehigpee te — = 
the thought in mind that they must | 1930 lists, says this authority sig 
help sell the Zoods of the manutae- | "ficantly SeeS: ney ide pf 
or previously unrated companies who 


turer, and not the mailing piece 
itself ii have just come into the rated mar 
ane ket.” 
Frep C. BeRLING, 
The Lunkenheimer Company, | : ' 
Cincinnati. O. | 102. Marketing Beer - Dispensing 


| Equipment. This is the title of a brief 

* =< § analysis of the distribution a 

P one . |confronting manufacturers of bar 1x 

“Trick” Mailing Pieces ‘tures, including cooling units, beet 

Should Be Tested | taucets, block tin pipe and coils, bee? 

| To the Editor: I believe a good| Pumps, tapping apparatus and com 

| way to test the effect of unusual or | Plete bars. It indicates the plumbing 

i“trick” folds for mailing pieces is to | dealer as a merchandiser of this 

;equipment. Published by Domestic 
Engineering, Chicago. 


j}make up dummies with somebody 
else’s advertisement on them, pass 
them around to some of your associ- | 
ates, and see whether the attention | 104. A 
|gained by the pieces succeeded in| tenance. 
getting over the advertising message,| Among the important points devel: 
or merely in getting over the “trick.” |oped by this survey by Mill & Factory 
I believe very strongly that if ajare the importance of the mainte 
mailing piece is designed to gradu-|nance engineer in specifying mala 
|ally reach its climax through a series tenance supply and equipment pur 
}of folds which lead the recipient to|chases and the need for moderniz# 
unfold the message as he unfolds|tion of industrial equipment of all 
the piece, it will do its work effec-| varieties. Another interesting fea 
tively, even if it drops into the waste|ture brought out is the extent 10 
basket a few seconds after unfolding | which maintenance engineers relY 
the final crease. ‘the engineering recommendations of 
Also, the transition of thought | power companies whose services have 
from a trick illustration or catch|been used in laying out mechanic 
phrase on the front of the piece must |power transmission and electrica 
be a natural one, must be a change | power distribution and utilization fa: 
which nine-tenths of your readers | cilities. 
will follow without effort as the piece | 
{switches from the “teaser” to the 
real message that you want to get 
| across. 


Survey of Industrial Mair 


131. A 230 Million Dollar Market. | 

A circular issued by Heating = 

Ventilating directing attention to the 

F. O. Wyse, range, mechanics, problems, 2nd 8° 

Manager of Publicity, Bucyrus-Erie|erning factors of the industry ™ 
Company, South Milwaukee, Wis. | serves. 
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ADVERTISING AGE 


5 


NIAA TOLD OF 
COPY STUDY IN 


GENERAL FIELD 


Cincinnati, O., Oct. 4.—In view of 
the National Industrial Advertisers 
Association’s interest in copy testing, 
the address of C. E. Hooper, presi- 
dent of Clark-Hooper, Inc., New 
York, proved suggestive, in spite of 
the fact that it was devoted to an 
appraisal of general advertising. It 
was, incidentally, the first appear- 
ance in public of a representative 
of this copy research organization. 

Mr. Hooper said the method 
should prove as effective in the in- 
dustrial as in the general field. 

The method of his organization is 
to go through any given magazine 
with a person who admits that he 
has read the magazine. The maga- 
zine carried by the _ investigator, | 
however, has received special treat | 
ment, all names of advertisers and 
their trade marks as well as other 
identifiable elements in the adver- 
tising being masked. 

The questions asked were de- 
signed to show how much of each 
advertisement was read by eac 
consumer and particularly whether 
he or she remembered the name of 
the advertiser or brand being adver- 
tised. 


Don’t Remember Brand 


Mr. Hooper’s conclusions were not | 
flattering to the ability of copywrit- 
ers in the general field. In one case 
where 56 per cent of the readers | 
idmitted seeing a refrigerator adver- | 
tisement, only 11 per cent identified | 
the copy as being in behalf of | 
a certain make. Mr. Hopper de- | 
duced from this that the advertise. | 
ment was a good one from the view: | 

| 
} 


point of electric refrigeration in gen- 
eral, but a poor one for the company 
which paid for the space and its con- | 
tents, | 
Another refrigerator manufacturer | 
is doing little better for himself, in 
Mr. Hopper’s opinion, since 57 per 
ent of those interviewed said they 
saw the advertisement, while only 28 
per cent identified the brand. 
Sinclair oil copy is regarded as | 
successful. While only 62 per cent 
{the readers testified they had seen | 
this copy, an unusually large num-} 
ber, 50 per cent, identified it readily | 
ig a Sinclair product. Iso-Vis was | 
uch below this score, according to | 
Mr. Hooper. Kraft Cheese was given | 
a high rating, due probably to the | 
fact that there are few cheese adver: | 
users, 

Mr. Hooper said ideas in copy are | 
lar more important than type faces. | 


Importance of Headline 

The wording of a headline may) 
have a far-reaching effect on results, 
he pointed out. An orange juice com- 
pany used this catch line: “One diet 
hange cut tooth decay 57 per cent.” 
Only 19 per cent of those inter- 
viewed said the advertisement was 
familiar and only seven per cent 
identified the copy as being for} 
range juice. 
The headline, “Tooth decay re- 
luced 57 per cent,” got a consider- 
‘bly larger number of readers to tes- 
had seen it, but results 
‘re unsatisfactory, seven per cent, 
‘ill being the number to remember | 
‘as an orange juice advertisement. | 
Many readers recalled it as copy for 
tooth paste. 

Pictures of women in automobile 
*Dy interest women, according to 
Mr. Hooper, who said few of the 
Sentlor sex will read technical copy. 
Pictures of feminine drivers indicate 
‘0 them, apparently, that the copy 
‘il be of a more human interest 
‘Yde. Fisher Body advertising, Mr. | 
1ooner asserted, is the most appeal. | 
Ig in the automotive field from the 
‘ehinine viewpoint, his records | 
‘ine the basis for the statement. 


tify they 


Elected Secretary 
mF 


ms Jeffery, sales manager, Yoe- 
“aus Brothers Company, Chicago, 
‘“S been elected secretary of the 
*Mpany, 


—— 


NEWEST PACKAGE FOR MILLING CUTTERS 


The Fellows Gear Shaper Company, Springfield, Vt., is now packing 
its gear cutters in metal containers designed by James Thomas 
Chirurg Company, Boston agency, and produced by the American 
Can Company. The cutter is wrapped in moisture proof paper and 
held securely in the can by fibre board strips around the interior. 


Steel Men Go 


‘Woodsmen’ in 
Sales Contest 


Youngstown, O., Oct. 4. 
month sales contest in 
men of the Truscon Steel Company 
became “wood-choppers” and chopped 
their way out of the “deep dark 
woods of depression” closed last 


-A three- 


| 


which sales- | 


bulletins, depicting the forest being 
cleared, gave running standings of 
the men by points in relation to dol- 
lar volume of business turned in. 
Orders were classed as trees by 
names according to their amount, 
and to promote humor the smallest 
order each day was termed a field 
daisy, for which a special award of 


la plugged nickel was given for the 


| 


month with sales mounting as high | 


as 40 per cent over the similar period 
of 1933, and leaving the sales force 
with a decidedly higher morale than 
it was on June 1, R. P. Dodds, man- 
ager of advertising and publicity for 
the company told CLass & INpbvws- 
TRIAL MARKETING today. Two hundred 
salesmen participated for $1,000 in 
cash prizes distributed throughout 
the campaign. 

The technique used to promote the 
drive and maintain interest was un- 
usual. Daily letters and monthly 


greatest collection each 
extra $5.00 award was given the 
salesman whose name appeared on 
the list the greatest number of times 


month. An 


|}as a chopper of trees. 


| 


Each month cash awards of $100, 
$50, $30 and $20 for salesmen, and 
$50 for the district manager, were 
given those having the greatest num- 
ber of points earned during the 
month. At the end of the contest an- 
other $250 was split among the men 
comprising the district that main- 
tained the highest average number 
of points per man throughout the 
entire three months. 

A new contest is now under way. 


7m” 1839 DAGUERRES carelessness 
gave the world photography 


To the studied research of the French chemist, Louis 
Mandé Daguerre, printing owes much. . . to his 
absent-mindedness it owes infinitely more! For until 
Daguerre grew negligent, there was no photography as 
we understand it today. There was only a tedious and 
impractical art called “Camera Printing” in which photo- 
graphic plates had to be exposed for eight hours to 
secure a picture, 

Then one day Daguerre happened to store a plate, 
which he believed spoiled by under-exposure, in a closet 
where he had carelessly left an uncovered saucer of 
mercury. Vaporized by the heat of the room, the 
mercury became a reagent. It clarified the image on the 
discarded plate and developed the world’s first, true 
photograph, the Daguerreotype. 

To printing, Daguerre’s discovery was of first impor- 
tance. For it not only made possible realistic illustra- 


tion, but it gave new clues to the search for methods by 


which the cost of fine printing could be reduced. This 


search has reached its latest development in Kleerfect, 


The Perfect Printing Paper. 


For Kleerfect offers in unusually generous propor- 


tions the five qualities so long sought in printing papers. 


First of all, in making Kleerfect, special processing 


eliminates two-sidedness of surface and color for all 


practical purposes and makes possible printing of uni- 
formly high quality on both sides. Kleerfect has strength 
and high opacity. It possesses a neutral color that gives 
proper contrast with the greatest number of printing 
inks and types of illustration... a non-glaring color 


that is easy on the eyes and permits the maximum true 
reproductive power of one to four colors. 


To see samples of the work this perfect paper makes 


possible —to learn the economy of its cost and the name 


of the merchant nearest you who stocks Kleerfect, please 


write our advertising office in Chicago. 


KIMBERLY-CLARK CORPORATION 


#tG ws wat ore 


THE PERFECT PRINTING PAPER 


MANUFACTURED UNGER US Pat wo iHieoes 


ESTABLISHED 1872 
NEENAH, WISCONSIN 


CHICAGO, 8 South Michigan Avenue + NEW YORK, 122 East 42nd Street 


LOS ANGELES, 510 West Sixth Street 
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good reasons why we ought to. every year. The mortality in this | least I agree that there are top for $ 
Pres.: Well, you'll have to show| industry is just as big as it is in| many industrial papers. goins 
éé 99 me. any other. New people that never, Pres.: Well, if fellows like yoy 4) 
Ow e Analyze Program heard of our company will be buying didn’t support them in their infancy » 
AM.: Let’s take each item sep- motors eae year. Take the air con-|they’d never grow up into full. peri 
~ A Playlet Presented at the N. I. A. A. Cincinnati || rately. 1 know Lean convince you | {\tonine industry, for example, edged publications, ve, always i 
8 . . that this plan of mine will bring : & y would that 
Conference by Members of the Missouri ag gh ns years ago, and now, we're all hoping | publish a really outstanding indus Jf‘... 
Delegation Pres.: Ugh. O. K. that it will be the very thing to pull|trial paper it could cover the ip. i 
A.M.: Take this industrial paper | “® out of the depression, just as the|dustry. We wouldn't need a half fs 
, : automobile and the radio helped | dozen. waged 
appropriation. It’s larger than last th 
PLACE: Office of the president of | Pres.: Do we have to do that this year, sure. But we need more indus- pull us out of other depressions. A.M. 1 guess that’s right. But if : 
a medium sized industrial concern | afternoon? It’s a swell day for a|trial paper advertising. It’s gen- How are these new people going | You agree that we want to do an 
selling a varied line of electrical | golf game. eral advertising, and it’s awfully |t0 Know about us unless we keep outstanding job, that's really all | AD 
equipment. A.M.: Well, we were late last| hard to trace direct results from it.|0ur mame before the buying public | Want to know. We can talk sbon hous 
TIME: During office hours. year and missed the first couple of | you know, the difference between | Of this industry by advertising in the list some other time. I'm Just seop! 
CAST: months so it seems to me that we| industrial paper advertising such as industrial papers? If we’re right in| now trying to get the budget fixed nail, 
President, played by Charles C.| ought to get this thing settled just! we use and department store adver-| thinking that this new industry is — The details can come later alact 
Tapscott, advertising manager,|as quickly as possible. tising is pretty big. going to grow as quickly as we ex-| Pres.: Only one thing I want to athe! 
McQuay-Norris Mfg. Company. Pres.: All right, then, if we}! Our industrial paper advertising| Pect it to, our appropriation of last | leave with you about the space we road 
Advertising Manager, played by | have to. is designed to let the people in this | Year won't do the trick. We’ve got|buy. It’s my opinion, judging from "pre 
Nelson Greene, advertising man- A.M.: (Hands papers to president.) | industry know we're in business. It’s|to take outstanding space and do a the industrial papers T see laying - 
ager, Watlow Electric Mfg. Com- Pres.: Well, do you want me to| institutional. It’s the sign over our| better job if we are going to get around in our customers’ offices, that ae 
pany. go over this or do you want to an-|factory multiplied hundreds of|the recognition and the business the only good space is the cover. And as 
SCENE: Shows president and his|alyze it with me? thousands of times every month.| that goes with it. some times I think if we could buy think 
advertising manager in conference A.M.: I'd rather go over it with] It’s the one thing that makes it pos- Pres.: Granting that. Why have space on the wrapper we would be -_ 
in the former’s office. you item for item. sible for our sales force to go into| you got all of these different papers | Still better off. —__ 
cxsoniant Pres.: (Fumbles at papers.) For|a place and not have to tell the/on the list here? It looks to me, | Discuss Direct Mail oe 
Pres.: Hello, Greene. What’s up?|cripes sake, what in ——— are|buyer what we manufacture. Greene, that you have a soft spot | ae 
A.M.: I've just about got that|you trying to do? You're jumping Pres. : Yep, that’s all right,|in your heart for every guy that puts | A.M.: Now that that’s settled, pec 
budget lined up the way we've been|this budget 50 per cent. Greene, but it’s so damned vague] out a new publication. As far as I’m| here's the next item. Direct mail, aie 
talking, and I've got the figures A.M.: Yep, that’s right, we’re in-|and far fetched. concerned there are already too Pres.: My Gawd! You've boosted 9% '" 
here. Would you like to look at| creasing this budget from $50,000 to} A.M.: Now, is it? Hundreds of| many industrial papers. that a couple of thousand bucks, fj Witt 
them? $75,000. And there are plenty of|new people are going into business A.M.: Maybe you're right. At Why? A 
ei A.M.: Well, you can’t consider in. same 
a — eae ee . ’ ~~ | dustrial paper advertising and direct JJ riend 
a mail in the same light. Industrial jeaves 
i paper advertising goes to everybody of ow 
fe in the industry, but direct mail is JB admit 
Bat selective, in that we only send it to like © 
our own customers and those firms ing bi 
we know are really live prospects. ours ; 
Pres.: A lot of it goes in the MJder t 
| waste basket. ! feel 
2 | A.M.: Maybe about 25 per cent M§helpin 
2 does go in the waste basket. The findire 
cost is still low. And after all, you Pres 
wouldn't fire your sales force be- Bithey 
cause they occasionally call on tough 
prospects who won’t even see them know, 
rres.:. DL: salesir 
A.M.: You know, with direct mail Bj heing 
we can get acceptance from those Hhouse 
people we are most interested in MBfelins 
reaching at a small cost and in a Mjwhy d 
very short time compared to sales: Byu di 
men’s calls. If there develops dur. AM 
ing the year something that we par. muse 
ticularly want to merchandise in a triend: 
quick and effective way, direct mail increa, 
cannot be beat. Take for example fectio 
the development on the PWQ motor additic 
we put out last year. Remember Pres 
how leng and how much it cost to hat 
get that out to our customers anid in you 
prospects through our sales force? il lik 
| Pres.: Yes, I don’t think they all AM 
know about it yet. “eee 
a | Wants Larger Appropriation udget 
= large 
A.M.: That’s why I want more @! am 
money for direct mail. I want to Bwhich 
use it for just the purpose you used Bihis ¢ 
ev our sales force on the PWQ job. Mictivit 
I'll do it cheaper and I'll do it HBpositio 
quicker. And the sales force cal @marks 
keep busy selling new people while Qover. 
we're taking care of developments Pres 
such as that. agree 
Pres.: You mean that you wanl Bay y 
to cut the sales force and put that Brext vy. 
money into direct mail? Yorse 
A.M.: My goodness, no! That prop 
would merely be robbing Peter tO Qing j¢ 
|pay Paul. I want to do this work Bereryy 
‘in addition to our other work. ! @yil, | 
: | want to keep the sales force busy Bayes | 
doing the things they are most ef Bpeng— 
fective with—closing the sales that Qajver+; 
|I scare up with my advertising. ing | 
| Pres.: Greene, I’m going to O.K. Quor ,, 
|that item, but I want to tell you @ist op 
that [('m tired getting mail for MY @iin fo 
mother-in-law who died three years AM, 
ago. iways 
Advocates Specialties l that 
A.M.: Now here are specialties. Ry 
We've never done anything like — . 
specialty advertising before. I mean Ae is 
novelties. Thermometers, cig! te th: 
lighters, or things of that type. Near fo 
believe that we ought to use some tal 
of these things. They’re great g00¢ Pre 
will builders. You know a good cal @.. °° 
endar pad will stay on your desk ttisi: 
for a year and be a constant Te ep 
minder of the firm that sent it © fh). 
you. I haven't anything definite ; a 
mind but I know before the year © 9. 
out I'll find something. AM - 
Pres.: There is nothing 80° def: 1 ha 
HOSPITAL MANAGEMENT mis na ae 
such a word. In other words, youd § “a 
like to have five thousand ceasage 7 % 
~=~9— © . ° . ‘ play around with. No, Greene, 2°” 9)” 
53 é So. Dearborn Street Chicago, Illinois elties are out. They may be all right . 
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October 6, 1934 ADVERTISING AGE 7 
for some firms but we’re just not School Makes Marketing.” The same likewise ap-|lum to produce this product. You its branches in Canada, Holland, 


going to use them. 

AM.: I didn’t mean that I wanted 
to get five thousand dollars to ex- 
periment with. I feel sure that I 
can find some particular novelty | 
spat will appeal to you as a good | 
jdvertising medium. j 


When you do, we'll dis-| 


Market Survey 
For Curriculum 


Cincinnati, O., Oct. 4.—-If business 


age Let’s get on with the rest | is to keep in tune with the times, if 
oo ey it is to reap the full benefit from its 


|market analyses, surveys, and sales 
organizations, it must 
\M.: The next thing is the | product to fit the market and it must 
F organ. Of course, a lot of | Constantly revamp, discard, and add 
class a house organ as direct | t® its line, John R. Bangs Jr., head, 
Department of Administrative Engi- 


Recommends House Organ 


hous 
peop: 
mail, and I suppose that it might be 
siaced in that category, but on the 
other hand, it is different than a 
yroadside or a mailing card. 


pres.: No doubt about it, but do| 


N. I. A. A. Cincinnati Conference in 
discussing his subject, “The Tech- 


| trial product. 
design its | 
/quate statements of what they had 


nical School Prepares for Industrial | 


plies to the product of the technical 
school, he declared. 
Mr. Bangs outlined how Cornell 


|may think of it as a sample machine, 
‘if you please. 
|groups of 


it to 
university 


We submitted 
industrialists, 


University went about setting up the | committees and faculties in a manner | 


new curriculum of administrative 
engineering to meet the demands that 
industry is making in the product 
turned out by technical schools. 
market survey and a product analysis 
was made the same as for any indus- 
He explained: 

“Our alumni furnished us with ade- 


found lacking in their training; in- 


| dustrial representatives and business 
} men, 
| neering, Cornell University, told the} 


with whom we seek to place 
our students, told us of their present 
needs and their estimated future 
needs. 


“We designed a tentative curricu- | 


fully analogous to the production, 


|design and finance groups in busi- 
| ness. 
A} slightly 


The’ curriculum 
changed to be sure, but 
nevertheless we believe a real ad- 
vancement in engineering education. 
We call this new curriculum Admin- 
istrative Engineering.” 


emerged, 


Ferro Enamel Opens 
Export Department 


Ferro Enamel Corporation, Cleve- 
land, Ohio, has recently created an 
export department to handle world- 
wide trade not already covered by 


vow think it really pays out? | 
A.M.: I can’t honestly tell you. 1 
‘hink that our house organ, “Reflec- 
tions,” does a good job. I look on it 
much the same as I look on a visit by 
ne of our officers, yourself, for ex- 
ymple, to a customer. You sit around 
and chat and build a friendly feeling 
or the firm, but you don’t actually 
so into the territory and compete 
with the salesmen, 


A house organ does much the 
ame thing. It drops in for a 
tiendly visit every month and 


leaves a better taste in the mouths 
of our customers and prospects. I 
admit that all house organs are not 
like ours. Some are certainly noth- 
ing but direct mail. We try to make 
ours as unselfish as possible in or- 
der to build that friendly feeling. 
| feel that our house organ is really 
helping our firm to sales through an 
indirect route. 


Pres.: Greene, they can talk all 
they want about business being 
tough and hard-boiled. But you 


know, and I know, that we buy from 
salesmen we like, all other things 
being equal. If you feel that our 
house organ is creating a friendly 
feeling, I say, go ahead with it, but 
vhy do you need more money than 
you did last year? 

A.M.: I want more money be- 
uuse I want to widen the circle of 
fiends for this company. I want to 
increase the circulation of our “Re- 
fections” as far as I can with this 
additional expenditure. 

Pres.: All right, but remember 
that all of our customers don’t live 
ii your block and mine. They don’t | 
al like dirty jokes. 


A.M.: Now as you see, that com- 
jletes the principal points in the 
udget. You agree that it isn’t too 


arge for the job we intend to do. 
lam convinced that the company 
‘hich jumps into the tail end of 
lis depression with some militant 
ativity is going to be in better 
sition than the company that 
larks time until the whole thing is 
over, 

Pres.: Greene, I’m inclined to 
ree with you. I think that we 
‘ay well prepare for a good year 
‘extyear. Certainly if it gets much 
‘orse we won’t be bothered by an 
‘{propriation the following year. 
And if the Epic plan starts to work 
‘erywhere, as some folks think it 
ull, I can’t see anything but big 
‘’xes on profits. We may as well 
vend some of that profit money for 
‘Vertising. I wonder what fun it’s 
ting to be to be advertising man- 
¥er of an Epic factory and have to | 
“on Uncle Sam’s knee and ask 
“n for an appropriation. 

AM.: You know, advertising has 
“Ways been an optimistic business, 
‘that we are always depending on 
“e future and hoping that it will 
ing conditions at least as good as 
“se we have when the appropria- 
“nis made up. I can’t help but 
*l that 1935 is going to be a good 


“ar for us and for business in gen- 
tal, 


Pres. : I hope so. That’s why I 
“Ye agreed to this increased ad- 
Tusing expenditure. Certainly 


“thing can be gained by talking 
“ire and catastrophe. As long as 
ug country retains its sense of 
“Mor, we’ll be all right. 

AM.: Mr. Tapscott, I’m sure that 
" haven’t made a mistake in in- 
“‘asing this budget. I’m so sold on 
“yself that you’d think I was get- 
“8 a commission. 

‘Tes.: O. K., Greene, just be sure 
‘ aren’t. 


U 


} 


England and France. 

Because of the remarkable success 
which Ferro enamels have experi- 
enced in present foreign markets, it 
was felt advisable to adopt a new 
trade mark for use by Ferro Enamel 
Corporation and all its subsidiaries. 
The design selected shows the well- 
known Ferro Check superimposed 
on an outline of the world. This is 
to signify both the rigid control and 
inspection which Ferro enamels un- 
dergo throughout their manufacture, 
and the fact that Ferro Enamel Cor- 
poration is soon to be a truly world- 
wide organization. 


In New Location 


American Medicine now has offices 
at 18 East 41st St., New York. 


Sentinel of Power Progress 


Time never ceases to create new demands for power. It never 
stops taking its toll of worn out and obsolete equipment. 


Activity in industry anywhere and everywhere is quickly re- 
flected in the power equipment market. 


Time's flight accelerates the demand for vigilance and action 
of those responsible for power progress. 


Through the years POWER has kept pace with this progress. 
lt has created in the power field a profitable meeting place 
for responsive buyers and progressive sellers. 


Persistent representation in this "market place of the power 
field" is a logical part of every effort to keep a company 
and its products established in this active market. 


First November forms close October 24. 


330 W. 42nd St. 
ABC 


POWER 


New York, N. Y. 
ABP 
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HOW MONEY WAS 
SPENT IN 193 


Cincinnati, O., Oct. 4.—The trend 
in industrial advertising appropria- 
tions is distinctly up, O. A. DeCelle, 
International Filter Company, told 
the N. I. A. A. at its business session 
September 22. Mr. DeCelle reported 
for Julius S. Holl, Link-Belt Com- 
pany, Chicago, chairman of the com- 
mittee on industrial advertising 
budgets. 

During the 1929-31 period, Mr. De- 
Celle said, average advertising ex- 
pense was only 2.8 per cent of sales. 
During 1933, it rose to 2.9 per cent 
and in 1934, fell to 2.75 per cent. This 
decline was due, however, to in- 
creased sales, which forecast larger 
dollar expenditures in 1935. 

House organs and administrative 
expense got a larger share of 1934 
budgets than formerly, Mr. DeCelle 


ture, 13.2 per cent; direct mail, 12.35 
per cent; house organs, 5.5 per cent; 
conventions and exhibits, 2.8 per 
cent; editorial publicity, 0.85 per 
cent; motion pictures, still films, etc., 
1.05 per cent; administrative expense, 
including salaries and department ex- 
penses, 16.5 per cent; miscellaneous, 


PICK TWO SETS 
OF CAMPAIGNS 


4.4 per cent. 


D.M AA. Cc maine to 


Have Industrial Session 


“What the Industrial Buyer Wants 
in Direct Mail” will be discussed by 
Robert C. Kelley, purchasing agent, 
Converse Rubber Company, Malden, 
Mass., at the 17th Annual Conference 
and Exposition of the Direct Mail Ad- 
vertising Association to be held at 
Hotel Statler, Boston, Oct. 9-12. R. L. 
Gibson, manager, Market Research 
Division, General Electric Company 
will be chairman of the industrial 
departmental. 

Other subjects to be treated at the 
session will include “Using Market 
Research in Direct Mail,” by R. O. 
Eastman, president, R. O. Eastman & 


Convention Given Chance to 
Name Best 


Cincinnati, O., Oct. 4. 


Industrial Advertisers Association, 
and perhaps any other organization, 
best campaigns displayed at its Cin- 
cinnati convention were selected by 
popular vote, as well as the judging 
of a committee. 

There was no 
ithe two sets of choices, as the classi- 


|Co., New York, and “Testing Direct | fications were somewhat different in | 
Winners of the popular | 


|Mail vs. Trade Paper Advertising,” by | each case. 


AT CINCINNATI 


For the first | 
time in the history of the National 


way of comparing | 


| 
| 


—— 


‘termine what the advertiser was try. 
ing to accomplish and how wel] jy. 
‘executed his plan. 


“It is important,” said Mr. Hyp; 


\“to consider the range of purpose 
since an easy objective is easily op. 
tained. 
to appraise the coordination and cop. 
tinuity of each campaign, and iy exe. 
cution gave attention 
exemplified by typography, dramat; 
value and quality of art or photog 
raphy, and attention value. Tt aj. 
considered follow-up or dealer helps 
in the printed material and applica 
tion of 
campaign, as well as the quality 9 
such helps. 


The committee endeayora, 


to layout, as 


important phase of 


this 


Mr. Hunt was assisted in his ardy. 


ee eee elon ous task by H. V. Mercer, Amertea) 


Unretouched photographs were used in 

the Heald Machine Company advertise- 

ments which drew the N. |. A. A. award 

for the best campaign exhibited for | 
machinery. 


'Rolling Mill Company, Middletowy 
O.; L. R. Garretson, Leeds & North 
rup Company, 
Jaenke, Penton Publishing Company 
Cleveland, and J. C. Gries, Manz (Co 


Philadelphia; FE. ; 


poration, Chicago. 


Popular Awards Explained 


The magazine campaign of thy 


said. Average appropriations were: |W. H. Wilson, advertising and sales 
Business and trade publications, in-| Promotion department, National Car- 
cluding directories, (space only), 33.7 bon Ompeny: New York. C. W. Mer- 
: ritt, in charge of direct mail pub- 

per cent; annual condensed catalogs,|,. .). . 7 i i he Bp 
99 t t k , licity of General Electric will talk on 

»y ys) . . , . > rre , yr ~ 

2.3 Phage ; art work, engravings, “How to Apply the Fundamental 
ete, 7.35 per cent; company’s OWN | principles in Successful Industrial 


‘awards received placques, while cer- 
tificates went to the committee selec- 
tions. While the companies which 
carried away the popular honors 
were given a few minutes each to 
explain the campaigns, it was an- 


| vented similar rec ognition for those American Rolling Mill Company was 
/picked by the committee. 


: arg |explained by William E. McFee, wh 
| The following exhibits ‘| said the purpose was to inform av. 
‘te , ar y > | p . ’ P 
| lected by popular vote: ‘tomobile buyers of Armco’s contribu 


were se 


Inc ag: ; »s ai . j »yi- . . ° : : ® 
Best magazine campaigns: Ameri-) tion to this industry with its iron and 
can Rolling Mill Company, Middle- 


; é : steel sheets. 
town, O.; J. R. Kearney Corporation, 


catalogs, booklets and product litera- 


| Direct Mail Programs.” ‘nounced that only lack of time pre- 


“WHAT DOES GRAY KNOW 


ABOUT SELLING IN THE 
INDUSTRIAL FIELD?...” 


For example, take SPECIAL MACHINES 


OsT everyone in the industrial advertis- 
ing business knows something about the 


markets for standard machines. 
special machines? Data 


tories always fit some other mac 
It takes equally special personal experience io 


answer the question. 


Qur analyses of such problems generally be- 
gin by dividing special machines into three 


groups: 


Group A-—Instant Succes 


Group B 


Group C 


books 


the markets for special machines and case his- 


i) iad 
Potentially Good Ideas. 


Doomed to Failure. 


If you have a product in Group A you don't 
need us to tell you about it. But, if you are 
uncertain, we want to take a look at your ma- 
chine and see what can be done. We are pri- 
marily interested in developing markets for 
Group B products and will most certainly re- 
port any Group C symptoms as quickly as they 
can be found. We know that the potentially 
successful special machine invariably affords a 


But how about 
never define 


hine— not yours. 


better, faster, and more efficient way of doing 
certain work. The machine may be built speci- 
ally for just one plant or it may offer advantages 
broad enough to make it a profitable investment 
for many plants. In either case. prospective 
purchasers are seldom grouped in a clearly de- 
fined market. Our job is finding all of the 
profitable markets, no matter how remote. 


We are singularly well fitted for jobs like 
this for two reasons. In the first place, we have 
times. But a 


second, and more important reason, is the fact 


been over the road dozens of 
that the past and present working contacts of 
principals, taken 


virtually every branch of industry. 


embrace 
Thus. it is 
not unusual for various members of our firm 


our collectively, 


to immediately begin pointing out unsuspected 
markets. and even volunteering actual leads. on 
being advised of the details of a new special 
machine. 


We make it a policy to encourage clients io 
develop special machines and out of our con- 
stant contacts with the industrial field are oe- 
casionally able to offer specific suggestions. — In 
contrast with standard machines. special ma- 
chines commonly command higher profit possi- 
bilities through absence of equally advanced 
competition. Enabling you to capitalize on 
such situations is our specialty. 


RUSSELL T. GRAY, Ine. 


205 W. Wacker Drive, Chicago, III. 


Telephone CENtral 7750 


Com. | 


St. Louis, and Bucyrus-Erie 
pany, Milwaukee. 

Best direct mail campaigns: Dill 
& Collins Company, Philadelphia; 
Calgon, Inc., Chicago, and Westing- 
house Electric & Mfg. Co., East Pitts- 
burgh, Pa. 

Most complete campaigns: General 
Electric Company, Schenectady, 
N. Y.; Link-Belt Company, Chicago, 
and Westinghouse. 


Committee’s Awards 


The committee headed by Kenneth 
Hunt, Champion Coated Paper Com- 
pany, made the following awards: 
Class 1, Machinery: Heald Ma- 
chine Company, Worcester, Mass. | 
Class 2, Metals: United Chromium, | 
Inc., New York City. | 
Class 3, Tools and 
Timken Roller Bearing 
Canton, O. 

Class 4, Power plant equipment: 
William Powell Company, Cincinnati. 
Class 5, Materials: Hercules Pow- 
der Company, Wilmington, Del. 
Class 6, Associate members: Me. 
Graw-Phillips Printing Company, 
New York. 

Mr. Hunt explained that his com- 
mittee based its decisions on a per- 
centage applying to each element of 
purpose and execution, adding the 
percentage ratings of each to a to- 
tal and striking an average. He said 
he believed this was a more accurate 
method of reaching a conclusion than 
any other could be. 

The committee endeavored to de- 


Company, 


BEST FOR METALS 


\\\ 
WASTE — 


S AN ENEMY that every plating 


nt must constantly fight Spoilage 


i jams, and snage encountered in 
plating new parts and materials are merely « 
few of the profit-draners that must be guarded 


st © Through close. practical cooperation 


Inited Chromium aids its licensees to curb 
these costly wastes 

United Chromium. Incorporated, 51 E 42 St 
New York Detroit, San Francisco, Waterbury 


UNITED CHROMIUM 


INCORPORATED 


4 


One of the industrial paper advertise- 
ments in the exhibit of United Chro- 
mium, Inc., New York, that was given 


For Dill & Collins Company, W.R 


equipment: | 


| was 


ee 


es 2 
= Pee Teme nm HOLL Ee Benim es Comeame 


Strong illustrations featured The Timken 
Roller Bearing Company's advertising 
which carried away the N. |. A. A 
award for the best exhibit in the tools 
and equipment classification. 


Kort Kamp said an effort had bee! 
made to make its campaign different 
from the mine run by investing 
with informality and amusing copy 
Explaining the insulated wire ani 
cable campaign of General Electrit 
Gregory H. Starbuck said it was de 
signed to enable buyers to make in 
telligent selections. There are 
great many varieties of cable, eaci 
adapted to a particular set of cond: 
tions and new developments are col 
stantly changing the picture. 


Books for Buyers 


To help the buyer, the company !* 
sued an 80-page reference book, 
“How to Select Insulated Cable. 
That the company had appraised the 
situation accurately was indicated bY 
an amazing demand from contra” 
tors, industrial engineers, consultins 
engineers, architects and cable el 
gineers. The first edition of 15,000 
exhausted in two montlis, de- 
spite the fact that no copy was sel 
out except on request. The boos 
also helped educate salesmen 

The good will created by the boo% 
was capitalized in publication adve™ 
tising and by: direct mail. The com 
pany then issued an even more PI 
tentious book of 128 pages, “Indus 
trial Cable,” containing complet? 
specifications. 

Coupon results of industrial papet 
advertising for this book numbere' 


— anv 
more than 1,000, giving the compa! 
an idea of the relative value of V4 { 
ous publications for cable, a tyPe’ 


are ; ‘ enilahle t@ 

the N. |. A. A. award for the best cam- | information never before available t 
paign for metals. the advertising department. 

——_— 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Specialists in Sales Promotion of Electrical & Mechanical Products 
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Convention 
Paragraphs 


Ounce of Prevention Is Worth a 
Pound of Cure,” which was read 
in his absence by Gregory H. Starbuck. 

“When a suggestion for a new prod- 


Of Research Is 
is -eferre ark a 
Important, Too oui Estar chtg o Pad boa : Pn 


liminary study of the market,” he 


Howard F. Barrows, retiring presi- |Search studies which are negative— 
A. A., got a big hand | 


dent of N. :. 
when he walked up to the speakers’ 
stand to receive a life membership at 
the hands of his successor, who told | 
him that he was pretty good. The 
convention evidently assented to this 
opinion. 
— a 
Largely as the result of the efforts 
of Roger A. Poor, Hygrade Sylvania 
Corporation, Salem, Mass., the N. I. 
A. A. will get a Boston chapter for a | 
Christmas gift. This was the report |} 
of Don Allshouse, Northern Equip- | 
ment Company, Erie, Pa., chairman | 
of the membership committee. 
‘2 * 
While there will be no definite | 
affiliation between the N. I. A. A. and | 
the Advertising Federation of Amer- | 
ica for the present, many believe the 
fact that two General Electric adver- 
tising men head the two organiza- | 
tions means that their relations will | 
be closer than ever before. 
. FF *¥ 
it takes energy to run a conven- 
tion, Which may explain why that of 
the N. I. A. A. was so successful. 
There was a fresh presiding officer 
at each session, each president of a 
local chapter being given an oppor- 
tunity to try his hand. 


vgyvy 

“We went to Washington to scoff 
and remained to pray.” This sums 
up the opinion of S. L. Meulendyke, 
of Marschalk & Pratt, New York, and 
president of the T. P. A., of the Na- 
tional Housing Act. He gave it as 
prelude to the address of Ward M. 
Canaday, who pried the lid off the 
N. I. A. A. convention by telling how 
the act works and how manufacturers 
can profit from it. 


> vv. 9 
Many N. |. A. A. members may 
now proudly boast that they have 
seen one of the finest paper mills in 
the country in the act of making book 
paper. They made a trip to the plant 
of the Champion Coated Paper Com- 
pany, Hamilton, O., on the last day 
of the convention, special buses be- 
ing provided by the company for the 
round trip. 
a. me 
Pittsburgh in 1935? This was the 
question asked at the N. I. A. A. 
meeting, the medium being a sign 
langing in a prominent position. 


ae ae 

The St. Louis “Show Me” Act was 
rewarded with thunderous applause, 
the work of Charles Tapscott, as the 
president determined to preserve divi- 
denis at any cost being especially 
hoteworthy. Nelson Greene did well 
at portraying the shrinking adver- 
ising manager trying to get a budget 
across with his superior. 


> ee 
Is the Cincinnati chapter of 
XN. I. A. A. embarrassed! Each chap- 
ler is represented on the national 


board by its immediate past presi- 
dent and new president. William E. 
eFee, of Armco, holds both jobs in 
the Cincinnati group, so Cincinnati 
Will have to depart from tradition 
ind elect a second director. Mr. Me- 
Fee’s election as a national officer 
‘iso makes him ineligible to be a 
irector in the Cincinnati chapter, 
hother position he holds. 

vy 
The American Newspaper Pub- 
ishers’ Association, New York, had 
in observer at the N. I. A. A. con- 
‘ention on the theory that if indus- 
ial advertisers can use radio suc- 
fsstully they are also prospects for 
‘ewspaper advertising. 

v v v 
The N. 1. A. A. adopted resolutions 
‘xpressing sorrow over the untimely 
‘eath of Russell P. Hall and August 
*. Denton, of American Rolling Mill 
mn} any, Middletown, O. They were 
led, and a companion, Paul Wein- 
an, also of Armeo, injured, in a 
llision with a truck while motor- 
lg hack to Middletown after a day 
‘the convention. They enjoyed din- 
‘ty with Bennett Chapple, Armco 
‘ve-president, who then took the 
“dnicht train for Chicago, being ap- 
‘se of the accident by telegram 


tl. . lowing morning. 

¥ VV F 
Alex Thomson, Jr. Champion 
ate Paper Company, was in 


are of entertainment, and did a 
%¢ job. His floor show at the ban- 
‘““t Friday night was a big hit. An- 
‘er popular feature was the pub- 
“lers’ party Thursday afternoon. 
_Was arranged by George O. Hays, 
‘el. All the publishers were hosts, 
\ the visiting firemen enjoyed the 


|the manufacture and sale of a pro- 


7 . 
‘dir hugely. 


THE ADDRESSOGRAPH LINE INCLUDES 


Cincinnati, O., Oct. 4.—Market re-| explained. “The preliminary market 
survey contains all the pertinent data 
which present facts indicating that |Teadily available from publi shed 
the company should not undertake | Sources, trade associations, and the 
like. Sufficient data are usually ob- 
product — are considered as | tained by this ‘desk’ or ‘library’ type 
valuable as many of those positive |of research to indicate whether the 
reports which are more enthusiastic- | Proposed product is likely to be profit- 
ally received, E. J. Klock, market re- | able. 

search division, publicity department, “If the findings of the preliminary 
General Electric Company, Sehenec-|survey are favorable, or are not con- 
tady, N. Y., told the N.I.A.A. Cin-|clusive, a more comprehensive study 
cinnati Conference in his paper, “An|is undertaken, including field investi- 


posed 


gations for the collection of data first- “And when the conclusions based 
hand from customers and prospects.|on these data are negative — when 

“Some of these studies have indi-|they deter our company from incur- 
cated that the products proposed |'ing the expense, which is a con- 
should not be developed. For ex- siderable one, of developing and 
ample, the facts contained in one manufacturing products that in all 
study showed that satisfactory and probability could not be sold - ° 
less expensive products already on promt. wl waen —, Cater a Tome 
the market would do the job for rie. others engremane —- Penis 

: 4 feel that our market research studies 
which the suggested product ae = have supplied that valuable ounce of 
tnd the facts taney dnented [prevention which is worth a pound 
been tried and proved unsuccessful, oe oe 


and that the reasons for its failure / - ° 

still existed. To Use Sound Films 
“Should a new The ¢ hicago Film Laboratory, Inc., 

veloped or not? The decision should | '* working om the prosnétion of & 

I : sith epee ; series of 14 talking motion picture 

be basec on facts not opinions; and| ims for the Caterpillar Tractor 

it is the job of the market research Company, Peoria, Ill., to be used in 

division to obtain the facts. sales, advertising and service work. 


product be de- 


OF OUR USERS 
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Window display in Chicago Addressograph Sales Agency, showing products made by users whose statements are quoted in this advertisement 


1 “To stimulate our digging beneath the surface for business we 
increased our Addressograph equipment, and by its use, with 
our direct mail campaign, we ie struck ‘pay-dirt’.” 
WM. WRIGLEY JR. COMPANY 
2 “The Addressograph has made increased sales possible for us 
* and our retail merchants whom we encourage to purchase Ad- 
dressograph equipment.” SPRAGUE, WARNER & COMPANY 
| “Addressograph has helped us sell many millions of dollars 
* worth of merchandise. Now it is helping us sell thousands of our 
new Mills Display Vender.” MILLS NOVELTY COMPANY 
4. “We are getting much better distribution of Pabst Blue Ribbon 
Beer since the installation of Addressograph equipment and at 
much less cost.” PREMIER-PABST SALES COMPANY 
5 “In 1934 we have increased the subscriptions to our ae 
* tions 50%. The Speedaumat-Addressograph has helped us sell 
subscription renewals holding our circulation at the highest peak 
we have ever had.” POPULAR MECHANICS MAGAZINE 
6. “We have used your Addressograph and your Dupligraph letter 
machine for many years and find them indispensable.” 
ARMSTRONG PAINT & VARNISH WORKS 
7 “We depend greatly on direct mail for multiplying the influence 
* of our personal selling. The Addressograph with its high speed 
and automatic selection has made this possible.” 
JOSEPH T. RYERSON & SON, INC. 
8. “Addressograph’s accuracy and speed help us eliminate errors 
and get our work done quickly, thus effecting substantial 
economies in our operations.” 
HARRIS TRUST & SAVINGS BANK 
9. “The most productive form of advertising we have ever used 
consists of carefully prepared letters and mail advertising. We 
have never found any method for list maintenance which ap- 
proached Addressograph in economy or general satisfaction.” 


GEO. B. CARPENTER & COMPANY 


10 “We built our customer list from a very small nucleus to thirty 
* thousand names in the fifteen years we have been using the 
Addressograph and are finding it particularly valuable under present 
conditions.” F. E. FOSTER & COMPANY 
11 “Approximately 3500 old inactive charge account customers 
* were made active buyers again by the use of the Addresso- 
graph combined with our Customer Analysis System.” 
CAPPER & CAPPER, LTD. 
12 “Our Addressograph oe has énabled us to successfully 
* contact 65,000 dentists each month. We consider Addressograph 
indispensable.” ANACIN COMPANY 
13 “Our entire sales program is built around the use of the 
* Addressograph equipment.” 
MILTON E. ROBINSON COAL COMPANY 
14 “For years we have used the Addressograph for getting out 
* our direct mail advertising and find it highly satisfactory.” 
FIRESTONE SERVICE STORES, INC. 
As an aid in stimulating sales through direct mail campaigns, and 
as a factor in saving time and money in routine name and data 
writing in any business—large or small—Addressograph merits the 
consideration of every Advertising and Sales Manager and Adver- 
tising Agency Executive. Our trained representative, who is regu- 
larly in your vicinity, will furnish details without obligation. 
Consult your phone book, or write 


ADDRESSOGRAPH COMPANY 
Division of 
Addressograph-Multigraph Corporation, Cleveland, Ohio 


yw 


er 


ddressograph 


TRADE MARK 


MORE THAN AN ADDRESSING MACHINE 


MORE THAN 50 


MODELS e PRICES AS LOW AS $42.50 
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CLASS & INDUSTRIAL MARKETING SECTION 


October 6, 1934 


— 


Checking Up on the 


Reading 


Habits of | 


Industrial Buyers 


By H. E. VAN PETTEN 


Advertising Manager, 


Mechanical Division, 


B. F. Goodrich Rubber Co., Akron, O. 


AST fall we sent out approxi- 

mately 13,000 letters to indus- 
trial buyers asking what business 
publications they read. 

We felt that if we made our own 
survey we would at least know it 
was impartial. Here is the letter we 
used: 

“We are trying to make a quick 
survey of trade publications. Won’t 
you help us by jotting down on the 
attached card the publications you 
personally read—and put it in the 
mail? (No postage required.) 

“Don’t bother to sign your name 
unless you would like to have us send 
you figures on the result of the sur- 
vey. In any case your reply will be 
kept absolutely confidential. 

“Remember, please, we want to 
know about your own personal read- 
ing habits regardless of what they 
may be (not about what publications 
come to your company). Perhaps 
you don’t really read any business 
publication regularly. If that hap- 
pens to be the case just say ‘none.’ 
But please fill in the industry and 
mail the card in anyway! 

“Many, many thanks for your 
trouble. If we can reciprocate at any 
time please let us know. (And if you 
want to know the final results of this 
survey we'll be glad to tell you.)” 


Wording of Question 


On the return card which we en- 
closed we asked the specific question: 
“Have you personally seen and read 
at least some part of the August or 
. -mtem‘sor, 1933, issues of any busi- 
rtss or technical publications? If so, 

Delivered before the N. Ll. A. A. 
cinnati Conference 


Cin- 


what publications, please?” We left 
a space to fill in the industry and an- 
other space in which we asked the 
reader to give his title. 

We did not mention any publica- 
tions. We did not ask the reader 
what publications he preferred. Par- 
ticularly we didn’t ask him to list 
first, second and third choices and 
then add all these choices together to 
get a total number of what might be 
called “votes.” We think such a fig- 
ure means nothing. We weren’t con- 
ducting an election; we were trying 
to learn which publications are read. 

We were afraid if we asked for 
preferences our readers would be 
tempted to tell us what they con- 
sidered the leading paper whether 
they personally read it or not. 

We had a purpose in inviting the 
reader to say “none.” If one can’t 
answer a question of this kind his 
natural tendency is to toss the paper 
in the waste basket and forget it. 
If he doesn’t read any publications, 
he would naturally feel that he 
couldn’t help us. Therefore no 
answer at all. The advertiser might 
assume that since everyone who re- 
plied listed some publications, every- 
one reads one or more publications. 

Another point: Isn’t it a human 
tendency to exaggerate our reading 
time? Most of us feel that we ought 
to read more than we do. We wanted 
to counteract that tendency to over- 
state. 

Psychology of Readers 

We had the same thing in mind in 
suggesting that the reader need not 
sign his name. If he told us who 


he was he would be just that much 


c — 


“While it is not a part of our 

and which may 
$ inquiries, direct to 
99 per cent above 


which is indicative 
of your own 
August were 


As we go 
September direct inquiries are 
and they are still coming in 


These inquiries are originating in 
major plants in those divisions, from 
operation who receive TEN each 


action on what in the 


torial content 


they see 


Thus, we believe that the steady 
which is charted on this 


explainable in just three words 


Do you want these three things for 
advertising during the next two 
when advertising budgets may be 
and when = many advertising 
managers cannot afford their 


usual expenditures? You c “7% 
have it in IEN and secure stand 
ard representation for as little 


as $69 to $75 a month. 


And we know, 
if you do take 
advantage of 
the opportuni- 


ty the paper 
offers you in 
those months. 
that IEN will 
have a promi 
nent place in 


set ance, if 
not in cost, in 
your schedules 
tor 1935, for 


FOR YOUR ADVERTISING DOLLAR 


We reprint here the Publisher's Note which appeared 
in Industrial Equipment 
reader 
many business-conditions statistics current today, 


assist you towards drawing 


those during 
to press with the October issue we are able 
very considerably over the total im 


all of the 
among the 
month and 
advertising 


advertising grow th, 
advertisement of 


Coverage, Interest, Action 


mic mths, 
limited 


ADVERTISING VOLUME 
INDUSTRIAL EQUIPMENT NEWS 


News for September- 


attempt to add to the 
we do have one ‘statistic’ 
a conclusion 
information during 


service to 


buying 
July. 


us, for 


that the 
August 


to say 


industry divisions, in the 
30,000 in charge of plant 


take 
and edi I | 
JAN. to SEPT. 


CnIrs, 


your 


facturing and mer- 
cantiie concerns, all 
lines, everywhere. 


ae 


three good 
reasons 
Coverage, lh c ~ % s . 
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THE BUYERS MASTER KEY 
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ABC Authenticated Circulation 
The Only Paid Circulation in 
Its Field 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York 
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A CONVENTION GROUP FROM THE EAST 
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Easterners at the convention included C. R. Garretson, Leeds & 
Northrup Company; Roland G. E. Ullman, agency head; J. R. Bangs, 


Jr., Cornell University, and A. O. 


Witt, Schramm, Inc. In the front 


row are Mesdames Ullman and Witt, with R. E. Lovekin, agency 
man and president Eastern Industrial Advertisers, Philadelphia. 


more likely to say he reads what he 
felt he ought to read. 


It is one of the dangers of a sur- 
vey like this that people will do that 
anyway. It is just one of those pos- 
sible inaccuracies that we have to 
admit, although we don’t think it is 
great enough to discredit the result. 
Some folks tell us they read what 
they feel they ought to read and 
some, knowing that we want to de- 
termine the best advertising medium, 
tell us which paper they think is best 
whether they read it or not. But on 
the whole we feel that we have a true 
indication of reading habits. 

We gave a great deal of thought to 
a mailing list and finally decided on 
the list of users of Sweet's Engineer- 
ing Catalog. Now this isn’t a per- 
fect list. Its disadvantage is that it 
is general. Sweet's has had to find 
the men in each plant who buy most 
of the industrial equipment. They 
are not necessarily the men who buy 
mechanical rubber goods in every 
case. But a survey which we had 
made a year before, through our 
salesmen, convinced us that on the 
whole it was a good prospect list 
for us. 

Getting Mailing List 

We did not have a general mailing 
list of our own which was complete 
enough. We could have prepared one 
quickly through our branches and 
salesmen and it might seem that this 
would be a _ perfect list because it 
would consist of people we knew 
were buyers of mechanical rubber 
goods. But then it would have had 
to be analyzed and revised to make 
sure it was thoroughly representa- 
tive of all sections of the country, 
each section represented in propor- 
tion to the potential volume of busi- 
ness, each industry properly repre- 
sented, and every salesman’'s portion 
of it truly representative of the 
whole. 
salesman’s list it 
probably would not be uniform in 
quality. Some men would list only 
the larger and more important pros- 
pects and others would list all kinds. 
The ideal list would be one built 
originally on the reports of salesmen, 
but to which we had applied stand- 
ards somewhat like those 
apply. 


If we used a 


NSiveet’s 


As the replies came in we separated 
them first by territory. One group 
was made up of Southern states, be- 
ginning with Maryland on the east 
and including Oklahoma and Texas. 
Another group was composed of the 
11 Western states—the territory 
Western publications usually claim to 
cover. We wanted to find out whether 
it is true that a reader in these 
states won’t read a publication un- 
less it is published in that section. 

Classifying the Returns 

Within these groups we separated 
the cards by types and into four 
classifications: 

1. Purchasing agents. 

Company officials. 

5. Engineers (including any title 
that sounded more like an engi- 
neering title than the others.) 

4. Managers and superintendents. 


We found we could classify in one 


or the other of these groups all but 
about five per cent. 

From the 13,000 letters we re- 
ceived 3,400 replies, a little over 25 
per cent. In some subsequent sur- 
veys on a smaller scale we have had 
returns as high as 45 per cent. But 
we have never conducted any survey 
of this kind in which as many as 
half the people we addressed gave us 
an answer. Maybe that is an “out” 
for the publishers who didn’t show 
up well. 

But we made a test which was sug- 
gested to us by a publication man to 
decide whether we had an adequate 
number of returns and whether the 
result changed materially as more re- 
turns came in. We shuffled all our 
cards, picked 50 at random, then 
another 50, and so on. We selected 
one publication which had shown up 
very well in the survey and found the 
percentage of readers in each 50 
card lot. 

The group we paid most attention 
to was the list of industrial plants, 
consisting of seven or eight thousand 
on Sweet's list. We got about 2,100 
replies. We broke these down into 
19 industry’ classifications: the 
largest, metal-working, with 293 re- 
turns; the smallest, leather manu- 
facturers, with 16. The latter and 
one or two others we considered too 
small to permit any positive conclu- 
sions. 

Large Number Mentioned 


These 2,100 replies mentioned 621 
magazines and 110 said “none.” That 
is about five per cent. I have always 
suspected that if we had had an 
answer from everyone the percentage 
of “none” would be even greater, be- 
cause a man who doesn’t read any 
publication would be less apt to 
answer our letter, in spite of our in- 
viting him to say “none.” That is 
a guess with which you may or may 
not agree. 

In the 621 publications 
were mentioned by more than 100 
readers. This is important only in 
considering their value as_ strictly 
“horizontal” publications. Many pub- 
lications appear far down the list, and 
yet our tabulations by industry show 
they are leaders in their own fields. 

Twenty-one hundred individuals 


only 13 


/mentioned 621 publications. Yet with 


26 publications we found we were 
reaching 1,400 of them (not includ- 
ing duplications). That 26 could 
have been reduced to 18 or 20 as 
some of our publications were not 
industrial and had only one or two 
readers. But we checked against 
the entire list of papers used by our 
mechanical division and found that 
we were reaching 1,400 of these in- 
dividuals with at least one publica- 
tion and, of course, frequently more 
than one. This is approximately 67 
per cent. 

Then we made the same check 
against replies received from the 
South. We were using papers with 
only national circulation or as near 
to national circulation as we could 
get. In the South we found we were 
reaching 66 per cent. Then we 
checked replies from the 11 west- 
ern states. We were reaching 64 
per cent. 

Considering the entire list again, 


I believe it is safe to say that to in. 
crease the 67 per cent to 77 per cent 
we would have had to add at least 
26 more publications. To increase 
the 77 per cent to 87 per cent we 
would probably have to add 126, per. 
haps 226. 

It is hard to say just what cop. 
clusions should be drawn from this 
survey. It might be easy to decide 
that we should never use more than 
one publication. I am not at all sure 
such a conclusion is warranted. It 
might depend on how close together 
the publications are and on how 
much repetition is wanted. 

In advertising to a restricted fix 
the duplication might be co te 
provided, of course, the second paper 
is well read, if the comparison with 
the first paper isn’t highly unfavor. 
able, and if the campaign isn’t such 
that repetition of the same message 
is a disadvantage. In drawing our 
own conclusions there was at least 
one field where we decided it was to 
our advantage to use the second pub- 
lication. 

Interpreting the Results 

Of course, a survey of this kind 
must be interpreted intelligently to 
be of value. This means that some. 
times certain allowances have to be 
made, including some for the list we 
used. Metal-working plants and ma- 
chinery manufacturers form a large 
part of Sweet’s list. These plants are 
by no means a total loss to us, but 
they are of somewhat less importance 
to an ideal mechanical rubber goods 
list than a general list. We made one 
tabulation of horizontal publications 
outside of the metal-working indus- 
tries which has been helpful to us in 
making our decisions. 

As another example: Sweet's list 
consists chiefly of large plants. If 
this survey were made among a 
group of small plants results might 
have been entirely different. Large 
plants were ideal for us; we don't 
feel that our appropriation permits 
us to advertise to others. But if an 
advertiser wanted to reach small 
plants or plants of all sizes, I’m not 
sure that our survey would be a safe 
guide for him. 

One result of this survey was that 
we saved expenditures which we 
otherwise would almost surely have 
made in certain publications. They 
were apparently worth while; claims 
of the publishers were logical; but, 
if we Believed our survey, they had 
not really succeeded in building read 
ership among the men we were try- 
ing to reach. On the other hand 
some publications were added to our 
list; one or two got slightly expanded 
schedules. Without this survey we 
couldn’t have realized how successful 
they had been in building readership. 

The survey renewed our faith in 
A. B. C. reports. There were few in: 
stances where the two were in Con: 
flict. And when the field was clear- 
cut and it was simply a choice of one 
publication or another, the conclu 
sion we reached by a careful study 
of information in the A. B. C. reports 
and by this survey were the same. 

The survey helped us immeasul 
ably in instances where we had close 
decisions to make. We feel that I 
amplified and clarified the A. B. C. 
reports and gave us an indication 0 
quality circulation. 

Maybe we have more confidence in 
our results than they deserve, Du! 
we feel that this survey is a real re 
flection of editorial merit —a re! 
measure of the extent to which a pub: 
lication has succeeded in interestins 
its readers. 


Hercules Opens Drive — 
On Diesel Engines 


The Hercules Motor Corporation. 
Canton, O., has launched a new cal 
paign in industrial papers featuring 
Diesel engines. The copy, which first 
appeared in September issues, iS di- 
rected at the automotive, oil, ems 
neering and general industry fields 
where heavy duty engines are usee. 

Brand name will be pushed through- 
out the series, appearing monthly. 
|The schedule includes the use ° 
Automotive Industries, Bus Tra" 
portation, Commercial Car Journal, 
Compressed Air Magazine, Contra 
| tors &€ Engineers Monthly, nngineer 
| ing News-Record, International Eng" 


| neer, Oil & Gas Journal, Oil wort 


Roads & Streets and S. A. E. Jou 


Cleve 


Fuller & Smith & Ross, Inc., add 
‘land, is handling the company ® ‘sé 
| vertising. 
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Cincinnati, O., Oct. 4.—With R. 
pavison, of New Jersey Zinc Com- 
pany, presiding, the National Indus- 
ial Advertisers Association spent 

| ne session in discussing the “Check 

, ‘hart” in connection with an adver- 

ising clinie at the Cincinnati con- 

; yention. 

/ The Chart was presented as “a 
heck-up of the old tool kit in prep- 
gration for that big job just ahead.” 

Because of the large number of 

d somotion methods indicated by the 

0 ‘heck Chart, discussion of any one 

e- vas necessarily somewhat limited, 

e wit some highly interesting points 

re were developed. 

ad A representative of the Tidewater 

se oil Company, New York, said that 

- was discovered that salesmen 

. yorking on Tidewater specialties 

oe ad no uniform presentation, each 

7 ying the method he thought most 

mn effective. 

i The company remedied this situ- 

in ation by issuing letter-size pictorial 
presentations, which the salesman, 

ist ii he wished, could display as he 
It wok his prospect through the vari- 
8 us selling points. A new product | 
ht was covered every three months, so 
rge that ultimately the salesmen will 

n't liver uniform talks on the com- 

its jlete line, 

an “Product of Month” 

po Roland G, E, Ullman, Philadelphia 

sai gency man, said he had issued a 
presentation of a “product of the 

— vonth” for one of his clients. It 

“a vrved the purpose of bringing the 
ane mplete line of products to atten- 

‘hey ion of salesmen, and thus spotlight- 

ie ug those which had been neglected. 

nae Mr. Davison developed the idea 
had at the friendship of executives 
ai ld be capitalized in selling. For 
ny. stance, the advertising manager 
nand ‘ the Jones Machine Company 
out ght find that his vice-president 
nded “8 a bosom friend of the president 

, we ma the Smith Bolt Mfg. Company. 

gsful is connection could legitimately 

ship. “ned to advantage, he said, in 

h in ‘lucing sales resistance. 

Ww in- nm the question of filmslides, Mr. 

con man said this method was being 

lear: “d by one firm desirous of having 
fone @ 2cquaintance and good will of 
ynclu @Zeers of the future. The slides 
study q@ Shown to students at engineer- 
ports schools. 

me. me of the fullest discussions 

casut: ered on house organs. C. W.) 

close Ms. Republic Steel Corporation, | 

nat it Ssillon, O., said his company 

p. ¢. @f ed the names of distributors and 

ion of @ oS at the request of salesmen | 

* wanted them to receive the in- 
nee in “nal house paper. He said the 

e. but ge proved highly beneficial from 

eal re “Sales viewpoint. 

a ~ News of Installations 

are reply to a question as_ to 

“ther or not the magazine exerts | 
direct sales pressure, he ex- 
“Ned it is devoted chiefly to news 

: UStallations. The editors of the 

gines ‘et pay special attention to uses 

ration, Stainless steel, news of installa- 

w eam @ Pioving suggestive to every 

turing Ban for possible adaptation in 

ch firstog ‘erritory, 

, is dt @" addition, a card index file is 

|, eng* tained to make complete infor- 

y _ “on about each installation avail- 

rouse: “Whenever needed. 

vont. » K. Birch, Allis-Chalmers Man- | 
use 0 , ring Company, West Allis, 
qrans* @° ‘Deicated that his company is 
rournaly @* the oldest users of house 
yontracy “US in the country, having pub- 
ngineers “d such a paper for 26 years. 

: rely “erly a monthly, it has been 

W poet “ted into a quarterly for the 

Jonieve ‘being. Mr. Birch also issues a 

ys ad# letter to salesmen. It is de- 

? largely to listing important 


CLINIC REVEALS 


HOW TO HANDLE 
OLD TOOL KIT 


ipheck Chart’ Is Analyzed 
at Convention 


|names have changed rapidly, 


THE CHECK CHART 


“PLAN YOUR WORK—THEN WORK YOUR PLAN” 


ANALYZE YOUR MARKETS. 
KEEP YOUR COMPANY POSTED. 
Price Books. 

Sales Advices. 

Technical Advices. 

Campaign Folders for: 


wp 


mower 


(a) Sales Offices Campaign 
Committees. 
(b) Salesmen. 


information for 


ov 


Follow-up 
a and b. 

6. Filmslides. 
7. House Organs. 
8. News Letters. | 
9. Models. 


10. Special Letterheads. 
11. Traveling Exhibits. | 
12. Displays. | 


ie | 
Suggested list of working tools to 
help N. I. A. A. members plan cam- | 
paigns and to provide check for| 

completed product. | 
| 


,C. TELL 


YOUR CUSTOMERS 
PROSPECTS. 


AND 


1. Advertisements. 
Ad. Reprints. 
Direct Mail. 

(Are your mailing 


lists ac- 


curate and complete?) 

4. Company Catalogs. 

5. Trade Catalogs and Direc- 
tories. 


6. Filmslides. 

7. Visualizers, 

8. Motion Pictures 
9%. Exhibits. 
Window 

1l. Novelties. 
House Organs. 


Displays 


13. Calendars. 

14. News Releases. 

15. Magazine Articles. 

16. Reprints of Magazine Articles. 
17. Speakers Bureau. 


18. Radio Broadcasting. 


orders, a task formerly handled by 
the house paper. 

Mr. Birch testified that house or- 
gans are frequently used by sales- 
men for reference. His paper aver- 
ages about 60 pages of eight-point 
type. Illustrations are favored. The 
paper is divided by products, so that 
salesmen can quickly find news 
about any one in which they are 
interested. One section is published 
on pink paper which has caused 
salesmen to refer to it as “The 
Police Gazette.” 

W. J. Ramsey, Mathews Conveyor 
Company, Ellwood City, Pa., said 
his monthly house organ also has 
been discontinued and he publishes 
a weekly news-letter in its stead. 
While this is mimeographed, he uses 
sketches. 


Getting Outside Views 


Speaking for International Nickel 
Company, a representative said that 
every month each of 14 district dis- 
tributors writes a letter for one of 
the company’s house organs discus- 
sing business conditions, new sales 
developments and other changes. 
This provides a refreshing change 
from the usual method of having the 
company do all the talking and ad- 
monishing. 

W. T. Watt, Fairbanks, Morse & 
Co., Chicago, said indirect selling is 
most effective in house organs. 

Stuart G. Phillips, Dole Valve 
Company, Chicago, said he uses the 
idea evolved by newspapers. He 
issues a rotogravure section filled 
with pictures of pretty maidens in 
various stages of dress and undress. 
Some advertising space is reserved, 
and he uses this to give his sales 
story. The idea, he emphasized, is 
something more than to print adver- 
tising in roto and call it a rotogra- 
vure section. The cost of his paper 
is five cents a copy. 

Carl B. Dietrich, Wagner Electric 
Corporation, St. Louis, Mo., made 
the point that news-letters save cor- 
respondence with salesmen by giv- 
ing information which their letters 
indicate they need. 

Discussion of the use of models 
brought out the fact that at least 
one engineering company uses 
working models of its cumbersome 
machine to demonstrate its prin- 
ciple. The replicas, on a smaller 
scale, are carried by salesmen, who 
give demonstrations on the desks of 
prospects. 

A St. Louis company, it was re- 
ported, mounted an exhibit on a 
truck so that it could do some tour- 
ing. 

Use of Reprints 


Advertising reprints are not used 
to greatest advantage, it was as- 
serted, too many advertising man- 
agers assuming that ‘everybody has 
seen my ad.” Mr. Davison said his 
company has actually made sales 
through reprints. 

Discussion of mailing lists devel- 
oped the opinion that jobs and 
but 
perhaps somewhat less than is gen- 
erally believed. L. R. Garretson, 
Leeds & Northrup Company, Phila- 
delphia, placed this change at be- 
tween five and ten per cent in a 
mailing list of about 60,000 names. 

Visualizers were favored as main- 
taining the sequence of sales stories 
and insuring attention to every 
point. 

While the good-will of operators 


of machines is important, few com- 
panies can afford to add such names 
to their lists to receive house organs 
and other advertising, one speaker 
brought out. 


Reverting to the subject of mail- 
ing lists, Mr. Davison said salesmen 
are charged with the duty of report- 
ing personnel changes among pros- 
pects. Every six months, the list is 
circularized to catch unreported 
changes, a business reply card being 
enclosed. 

K. R. Sutherland, Boston agency 
man, told of an inexpensive method 
of getting installation pictures. He 
rented an Eastman movie camera for 
$1.00, spent $10.00 for lights, and 
with the help of super-sensitive film, 
got some satisfactory shots. Some 
frames were enlarged for advertis- 
ing and other uses and he turned 
the remainder over to salesmen. 
They rent a projector for $5.00, hire 
a hall and give a show whenever 
they can get an audience. 


When Movies Help 


He emphasized the importance of 
movies when the advertiser wishes 
to reach an audience which refuses 
to do much reading. They will usu- 
ally be found willing to look at a 
picture. 

Discussing exhibits, Forrest U. 
Webster, Cutler-Hammer, Inc., said 
his company devotes special train- 
ing to the men who are to man 
booths at a show. One of the points 
covered is how to get people to en- 
ter booths. Attendants usually re- 
main outside themselves. 

The following advice was given 
on the question of advertising nov- 
elties: Don’t use anything mechan- 
ical unless it’s a quality item. The 
men who receive a pencil or a 
lighter usually expect good service 
and will return it for repairs if it 
gets out of order. If they get a pad, 
they expect an annual supply of 
fillers. 

Don Allshouse, Northern Equip- 
ment Company, Erie, Pa., told how 
a speakers’ bureau is_ operated. 
Three cf his company’s men have 
bcen trained for this work and have 
made 39 presentations in six months. 
They will make 50 during the com- 
ing year. Dates are made chiefly 
through organizations. He advised 
those contemplating a similar move 
to prepare their own publicity for 
dissemination through the organiza- 
tion to be addressed so that the au- 
dience will have an accurate idea 
of what to expect. The actual dol- 
lars and cents value of such a 
speakers’ bureau is debatable, he 
believes. 

The publicity bureau maintained 
by International Nickel Company, 
New York, came in for discussion. 
There are really two such bureaus, 
one being in and of the company, 
the other being an outside expert. 
When this man comes into the 
house, he acts as a reporter, his job 
being to unearth developments which 
will make news. 


Dotted Liners to Meet 


A. J. Johannsen, assistant general 
agent, Northwestern Mutual Life In- 
surance Company, Chicago, will ad- 
dress the Dotted Line Club of Chi- 
cago at its Oct. 8 luncheon at Field’s 
English Room. His subject will be 
“Planning the Sale.” Mr. Johannsen 
is a lecturer on life insurance at 
Northwestern University. 


PART OF WINDY CITY DELEGATION 


Guia (OHNO eB | 


4b 


Chicago was represented at Cincinnati by this group, among others: 
Standing, H. W. Stoetzel, Republic Flow Meters Company; Ralph 
Williams, B. F. Gump Company, and W. T. Watt, Fairbanks, Morse 
& Co. Seated are Milo E. Smith, Chicago Bridge & Iron Works; 
O. A. DeCelle, International Filter Company, and Stuart G. Phillips, 
Dole Valve Company. 


TWO TELL OF 
GOOD POINTS 
FOUND IN NRA 


Cincinnati, O., Oct. 4.—- The NRA 
received its work-out on the opening 
day of the N. I. A. A. conference 
when it was thoroughly x-rayed by 
Alexander Thomson, Sr., president, 
Ohio Chamber of Commerce and 
Champion Coated Paper Company, 
Hamilton, O., and Herman H. Lind, 
general manager, National Machine 
Tool Builders’ Association, Washing- | 
ton, D. C. Mr. Thompson's subject | 
was “An Industrialist Views NRA,” | 
and that of Mr. Lind, “Industrial 
Selling Under NRA.” 

Although Mr. Thomson does not be- 
lieve it is the realm of government 
to dictate to business, he does feel 
that an organization such as the 


A. 
| Steam Corporation will head the pro- 


NIRA can serve industry as an um- 


pire to give an unbiased hearing and | 


an unprejudiced verdict on problems 
in dispute. 


Must Establish Leadership 


“Industrialists do not want the 
NIRA abolished,” he declared. ‘‘They 
want it sustained for the benefits 
which may accrue from fair umpir- 
ing, not that it may lead to regi- 
mentation nor be a club of dictator- 
ship, whether by an individual or a 
bureaucracy. 

“Leadership in industry’ either 
must come from without or within. 
Unless it does come from the manu- 
facturers themselves, it must come 
from the government.” 

Mr. Thompson charged that much 
of industry’s labor difficulties would 
be avoided, greater and more efficient 
production would be gained if i:dus- 
trial executives were closer to the 
problems confronting the employe. 
“There are too many executives sit- 
ting in offices in tall buildings in big 
cities, worrying about stockholders 
and dividends when the men under 
them are bewildered,” he asserted. 

Mr. Lind, who probably knows 
more than anyone else about the 
codes that apply to the heavy goods 
industry, doubts that the provisions 
for price fxing in codes will stand, 
except in the case of natural re- 
source products or other unusual 
circumstances. In explaining the 
open price provisions of codes, he 
said: 


Discusses Price Provisions 


“In all lines of business where the 
open price policy can be made to 
function, it should be retained and 
should be practiced by the industries 


without subterfuge. That policy has 


been followed by many units of in- 
| dustries for decades, and only under 
| great stress and unwillingness has it 
been suspended. The promotion of 


the open firm price policy has always 


man to be proud of their company 
and their company’s policies.” 


T. P. A. Meets Oct. 8 


a the salesman and advertising 


R. Mumford of the New York 


gram of the Technical Publicity As- 
sociation, New York, Oct. 8 meeting 


|} and will talk on “A Buyer Looks at 


Industrial Advertising.” This will 
be the first fall meeting of the 


i ae eS 


BREWERS 


JOURNAL| 


WESTERN BREWER 


Read 


executives, master 


by brewery 


brewers, brewery ar- 
chitects and engineers 
—-wherever beer is 


brewed. 


@ Carries more pages of advertis- 
ing than any other brewery publi- 
cation—has averaged over 90 pages 
per issue this year. 


@ Has a far greater number of 
display advertisers than any other 
brewery publication —the total 
averaging 191 per issue and the 
next publication 127, 


@ Has a greater number of exclu- 
sive brewery equipment and sup- 
ply accounts than any other brew- 
ery publication. 


@ Ask Russell T. Gray, Inc., Chi- 
eago, for their Survey of Surveys 
of brewery publications and draw 
your own conclusions. 


The leading brewery publication 
of the world—Since 1876. 


H. S. RICH & CO. 


Publishers 
431 S. Dearborn St., Chicago 
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SECTION 


October 


PROBLEMS 


in industrial advertising and marketing 


Ww 
CONDUCTED by KEITH J. EVANS 


coming more and more to learn that 
buyers do use directories and refer- 
|}ence media and that it pays to have 
your name or directory advertisement 
in the best recognized books in order 
to be sure of getting the inquiry. 


ait ° °° 
Opportunities in Publicity 

We have always carried on a rea- 
sonable amount of advertising but 
have never sought any free publicity | 
because we have believed that most 
companies try to take too much ad- 
vantage of this and impose upon the | 
publishers. 

However, one of our competitors 
has been appearing in the news col- 
umns so much recently that we are 
thinking of taking action ourselves. 

Is there any book published or can 
you give vs any help in getting this | 
started? 

ADVERTISING MANAGER. | 


Some companies are not only plac- 
|ing their name under the product they 
|sell, but under associated products. 
|For instance, a concern making box 
| strapping will place its name under 
ithe heading “boxes” in order to re- 
mind and interest persons looking 
up box manufacturers in the advan- 
tages of strapping their boxes. 

Sometimes it is more important to 
place your name under an associated 
product than under the product you 
are actually selling. 


There is no special science on the | 
question of publicity though it is true 
that some men are able to secure | 
much more than others. 

The policy of most good companies | 
is to send to the papers in their field 
news-stories whenever there is any 
new or interesting development in 
connection with their company, their 
product or personnel. 

Progressive publications are always 
glad to get news so long as it is news tive customers. 
and is not padded up from nothing. Will you please comment on 

There is a book on publicity pub- | advisability of this action for our 
lished by R. H. Bacon in Chicago,| line and give me some suggestions 
which is rather good on the subject. | that may prove of value? 


| 
; * ¥ ADVERTISING 


Reference Advertising? | Advertising novelties or so-called 
One of our officers was talking to | "emembrance advertising has proven 
a sales manager the other day who 
said he considered directory and ref: | 
erence advertising more important | elty business has prospered for many 
ma his general business paper ad-| years, 
vertising. : ' 
The ih then came back to me Personally we do not believe 7” 
as to whether or not we were taking | Starting something of this kind be- 
full advantage. We list our products | cause it is usually met or bettered 
in the principal directories but have | by competition. We also believe that 
done nothing beyond this, it tends to form a crutch for the 
Is there anything new in industrial 


7, ww F 


What Are You 
Giving Away? 
We are considering the possibility 
of giving some reasonable advertising 
novelty to our customers and prospec- 


MANAGER, 


or 


to the extent that the advertising nov- 


salesman which he comes to lean 
ee —- that we should be) upon more and more, feeling that he 
7 . YY 
TERESRG Set needs something better and more ex- 
ADVERTISING MANAGER, 


| pensive each year, all of which must 
There is nothing particularly new | be added to the cost of selling. 
except that industrial advertisers are} On one occasion an advertising man- 


MORE NEWS IN 
Advertising Age 
Than Any Other Publication! 


Read your own copy, and be sure of hav- 
ing the latest information on all advertising 
developments all over the country. 


$1 a year —Fifty-two issues! 


Use the coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 
year. 


CLASS & INDUSTRIAL MARKETING 


the 


helpful to a great many companies | 


‘ager asked a salesman if he would 
|give out a novelty which would be 
'remembered longer. The salesman 
told him, however, that he could not 
|eut down on cigars so there would 
'be no offset here. 

| However, there are many cases 
where remembrance advertising pays 
splendidly, and there are many cases 
|where it is wise to take action on 
account of competition. 

As you probably know, a number 
|of the possible items include cigar- 
ette lighters, pencils, leather pocket 
folds, key rings, scratch pads, desk 
and wall calendars, etc. One com- 
pany recently arranged to have an 
enlarged colored photograph made of 
any pet negative the customer might 
have on hand. This, of course, is 
on a more personal basis, but the 
cost in quantity lots was reduced to 
a rather reasonable sum. 


W hat’s N me a , 
Industrial Advertising? 


I have just been made advertising 
|manager of my company and would 
| be pleased if you would advise me 


LINK-BELT'S VIGOROUS BABY 


LINK-BELT NEWs 


Aesthetic Design of 
Mechanisms an Aid 
to Greater Markets 


— SILVERSTOR 


how to keep in touch with the new- 
est developments in industrial adver- 
tising. 

I do not have much help here and | 
am rather busy but consider it most 
important to keep in touch with 
what others are doing. 


ADVERTISING MANAGER. 


The Crass & INDUSTRIAL MARKETING 
section of ADVERTISING AGE is the only 
medium featuring current develop- 
ments in industrial advertising, but 
other industrial magazines from time 
/to time include an occasional story 
on marketing to industry. 
| The National Industrial 


Advertis- 
ers Association has just completed a 
|very splendid three-day session in 
| Cincinnati. They were fortunate in 
‘securing some of the best talent in 
this field on their program and you 
will find an excellent report of the 
meeting in this issue. 
vvy | 
| Large us. Small Space | 
We have a product that is sold to | 

a very broad industrial market, but | 
| 

| 

| 

| 


we have such a small advertising 
appropriation that it seems practic- 
ally impossible to cover 
logical fields. | 

We are torn between only trying | 
to cover a limited field with large | 
| 


even the 


space or the whole industrial field 
with small space. 

As you are more or less familiar 
with our line, will you let us have | 
your comment? 


ADVERTISING MANAGER. 


| In your case, having a product that 
requires quite a bit of description 
and explanation, we believe that it 
|} would be better to concentrate in 
| reasonably large space in the several 
|} primary markets in which a good 
| proportion of your equipment is sold. 
| If you had a common, ordinary 
product, which required very little 
description or explanation, it might 
be possible for you to take 
space in a great many publications, 


| uct 


and the name of your company 
lin fairly good size type in billboard 
| style. 
commonly used familiar products, but 
with a product such as yours we do 
|not see how you could accomplish 
very much without reasonably good 
sized illustrations and clear, com- 
plete, convincing copy. 
a 


Do Your Salesmen 
Carry a Muzzle-Loader? 


I have prepared a visual presenta- 
tion booklet, also a working model 
for our salesmen, but with only 50 
men the cost of preparation runs so 
high that I am unable to get an ap- 
propriation from management. 

Can you tell me something about 


/as I need ammunition? 
SALES MANAGER. 


There has been a very definite 
movement on the part of sales man- 
agement to improve the equipment 
|of salesmen. 

There, of course, has been a great 
‘change in the equipment of the 
soldier of the field. What chance 
would a colonial soldier have with 
his old muzzle-loader against a 
|} dough-boy of today with his fast re- 
peating rifle. In war, equipment be- 
comes as important or more impor- 


tant than the man. In selling we 
a re s 

ee bi oh 

5 ie ae tr Re Si - Ane 


small | 


|}merely using the name of your prod- | 


J | 
This has been done effectively by 


what others are doing along this line | 


the 
will 


the equipment and whether, if 
salesmen become educated, it 
produce the desired result. 
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Pages one and eight of Link-Belt Company's newspaper house organ, ‘ 
same size and similar in make-up to "Class & Industrial Marketing." The ol 
circulation was started at 50,000 copies and it has been enthusiastically i «xn 
received. It is highly pictorial. iui 
Al 
= = = : 
believe the same may soon come toja good portion of this heavy adver di 
be true. In fact some sales managers | tising expense out of proportion with 2 
consider the equipment a man car- | volume of sales was caused by adver. 
ries with him to be responsible for | tising managers who did not haye 
50 per cent of the sale. the full company picture. 
If you are going to spend from | If it had been possible to cut aé 
two to five thousand dollars a year | Vertising quickly in proportion to a 
on a salesman, it certainly would | Sales and then increase advertising - 
not be out of line to spend from fifty in anticipation of increased business, 
to three hundred dollars on his Companies would have spent their 
equipment if it will increase his ef-| money more wisely. 4 
fectiveness. | However, the advertising curve 
Of course, before spending ong ee tant Reig dayroes: nay 
large sum, some study should be | fairly well atter the bagianing of 5 a 
made to determine whether or not | Sepression nat Grage aig bela 
the salesmen can be educated to use | when the business wre ternea 
ward. How much better it would be 
| 


to spend the money in anticipation 
of a coming increase in volume and 
also at a time when business is on 
vgyvwey the mend and people are looking for 


Desk Calendar vs /hew products. 


I believe it was Homer V. Buckley 
Wall Calais | wan said that one of the most im 
We are considering the purchase of 


portant attributes of a good adver 
a calendar and would like to know |tising manager was that he would 
which is the better type to buy—-a|also be a good accountant and know 
desk calendar or a wall calendar. ‘all about the company situation—as 
Have you any information along | to jts finances, sales volume, ete. 
this line? 
7 v 


Magazine Space or 
i Direct Mail? 


Our general management is perfec! 
ly willing to O.K. a reasonable sche: 
ule of space advertising, but they a: 
ways want to leave the direct mai 
and other advertising open. In tl 
way I oftentimes find that we a 
developing a one-sided campaitil 
which I consider a very definit 
weakness. 

Have you any thoughts that wil 
help improve the situation? 

ADVERTISING MANAGER 


ADVERTISING MANAGER. 


| 

| 

The type of calendar | 
pends upon your market. Try to find | 
out through your sales force what | 
type of calendars your customers are | 
| 


largely de- 


now using. 

If their desks are chuck full of pa- 
| pers and a calendar would have small 
| chance on such a desk, naturally you 

would not want to invest in a desk 
‘calendar. On the other hand, if you 
|find their walls fairly clear or that 
|they have poor calendars on their 
| walls, it would be evident that your | 
|opportunity would lie along the idea 
of a wall calendar. 


The problem which you mention 
a very common one, even where 
direct mail and other advertising 
| planned. 
General .management often ten 

hold it up for various reas 
| while continuing the space schedu 

While it is, of course, a good thi 
to continue your space schedu 
which backs up your personal sellil 
as well as your direct mail and oti 
supplementary advertising, still ! 
look to your direct mail for the ™ 


| Both are effective as remembrance 
| advertising. 


| > = = 


What Data for the 


Advertising Manager? 


In addition to advertising we coop- 
erate with the sales department in 
| many ways, but we do not secure a 
| record of sales nor do we know how 
leach product is moving, what the | 
| total volume of sales amounts to and}. °° : ‘ — Page? 
whether the sales curve is going up |Jority of your inquiries. If this | 
lor down. neglected, you will usually find 
| Will you please write me regard- |Your personal selling and space 
‘ing the importance of the advertis- | Vertising is costing more than ! 
‘ing manager having the full facts | should. 
about the situation with his company] Letters and direct mail are the | 
| so that he can be of increased value? necting link and economizers 
| I do not like to press too much for | personal selling and space advert! 
this myself, but would like to send ing. If they are neglected, Yl 
a clipping to management indicating marketing conte ill cually | 
|the importance of keeping the adver-| | ~* 5 ee bie —* 
|tising manager posted. | higher than is necessary. 


ADVERTISING 


| to 
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Any New Stunts? 


MANAGER, 


| Coming from the large volume iy ; LAS: 
‘business in 1929 down to the bottom| _We've seen advertisements | 
lof the depression, we find the volume | 8. UP-side down, — to dd . 
‘of advertising holding up much bet- GRE, Ste. Res oe tees = ACER 

|ter than business. ADVERTISING MANAC™™ 

| This is probably largely due to the | There is not much left to d0-® P Park 
‘fact that general management was|cept that now you might try *™ ~ Yo 
unwilling to cut costs in the adver-| simple illustrations with only 4 re a. 
|tising department immediately and | words in the center of the pag 

;also because they felt that perhaps} Wrigley recently bought the " 

| business would come back shortly. | gins of some of the newspapel®: ' TYSON 
| However, many firms spent much | following that lead—if and whe? ; 


Ches; 


| more than they should in proportion 
to their sales volume as_ business 
i'slipped downward. We suspect that 


|the publishers replace their rt 
—you, also might buy some of 


and see what results arrive. 
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MANUFACTURERS 


Radi 


DRIVE FOR BIG 
NHA BUSINESS 


WHERE "BUILDING BUSINESS" AWAITS 


> —$— $$  —— — 


50 INDUSTRIES MAKING CONSTRUCTION PRODUCTS 
IN 1929 EMPLOYED OVER A MILLION MEN — 


(Continued from Page 1) 

ir eyes, with a verbal explanation 
, added. 

Largely as the result of showings 
slide to contractor-dealers, 
5,000 have signed up for the 
iny’s dealer-aid campaign, it 
ported. Further to stimulate 
idea, American 
tor Company has renewed 
advertising; launched a news- 
campaign of considerable pro- 
ns, 
home 


f this 


om] 
s re 


adic 
yape! 
porti 
1000 


owners who have ex- 


ressed an interest in modernization | 
asking for the company’s Budget | 
cent | 


ok. Of this number, 28 per 
ignitied a direct interest in heating 
juipment. 

An interesting dealer-help of a 
ew type provided by American Ra- 
ator Company is a flag for the front 
( stores announcing that informa- 


Restoring 
mm old name 


he Company once had every- 
ing —a century-old reputation 

quality machinery and 
ware dealing, AAAA rating— 
d pretty nearly all the impor- 
unt business in their line. 


hen competition developed. 
rst outsiders made repair 
its for the thousands of the 
mpany’s old machines in use. 
en the competition expanded 
to developing entire machines 
almost the same type. The 
weomers hustled and got 
siness. Scarcely felt during 
¢ hoom vears, it actually hurt 
‘depression conditions started 
ghtening up the industry. The 
ler pioneer went down—but 
tfor the count. He rallied— 
few on outside sources of spe- 
lized knowledge in design, 
inagement, sales, advertising. 


id contacts revived. New con- 
ts developed. Competition 
gge(, business improved even 
Ting the past two years. Re- 
r parts business was built up. 
s game old Company is now 
top again—and we who have 
‘n privileged to help, welcome 
portunities to tell the whole 
Ty to manufacturers who do 
' compete with any of our 
sent clients. Perhaps you're 
that group. 


. §. TYSON 
‘D COMPANY, Ine. 


LASS & INDUSTRIAL 


‘a =ADVERTISING 


to do-® Park Ave. LN Philadelphia 


try sm 
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Office: 
3701 N. 
Broad St. 


Ne York, 
N. y, 


Member A. A. A. A. 


\SON.RUMRILL ASSOCIATED 
‘hestnut St. Rochester, N.Y. 
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and secured the names of | 


| DATA sous ev LAWRENCE MEHREN CONSTRUCTION 


| LEAGUE FROM CENSUS OF MANUFACTU JRES 
$ 
| ; 33 é é 
3 - 4 > > 
| — 316s 3 | 
e235 E E= o<¢ < 
tse s 8% ae %« | 
$25 5 %6 3s es 
st 06da St 55 38 | 
ect zo zi 20 >O0 
} Aluminum manufactures 0.3 150 mn 6S 106,326 $ 385,553 
Asbestos products 18.5 67 ~=—:1,709 2,570,829 10,399,704 | 
Asphalt-base floor covering 100.0 14 2,754 4,625,295 31,688,962 
Bolts, nuts, washers, rivets 50.0 17) 94N3 14,532,413 51,196,050 | 
Cast iron pipe 80.0 72 «16,829 21,042,124 64,208,440 
} Cement 100.0 174 38,756 62,834,198 267,509,260 | 
| Clay products (brick, tile, etc.) 60.6 2,062 85,230 109,578,071 245,695,523 | 
Concrete products 94.0 2,438 20,395 29,175,218 87,345,122 | 
Copper, tin, and other sheeting 90 2,161 33,357 55,501.33! 200,236,163 | 
Cordage and twine 10.0 123-1892 1,682,953 9,145,512 
Cork products 3.9 35 166 199,347 889,254 
| Metal doors, frames, shutters 100 148 11,949 24,264,678 72,160,388 
Electric apparatus 7.0 1,802 28,354 43,905,747 160,402,571 
Engines, turbines, tractors 3.3 199 =—- 2,383 4,189,725 15,275,783 
Explosives 13.0 95 836 1,392,856 9,430,164 
| Felt goods, wool, hair, jute 4.1 54 254 411,537 1,846,847 
| Foundry, machine shops prods. 5.6 8605 30,541 52,940,477 157,668,416 
Gas and electric fixtures 35.4 614 10,128 16,630,706 51,166,012 
| Gas and other meters 60.5 72 «4,522 7,735,676 24,589,197 
Glass 16.1 263 =+11,822 16,644,444 48 800,326 
Hardware 29.3 485 17,653 25,628,950 67,160,113 
Steel works & rolling mills 18.3 486 78,970 145,018,032 616,699,637 
} | Lime 42.7 237 = 4,031 4,921,442 15,293,286 
| Linoleum 100.0 7 6,894 11,030,773 57,250,449 
| Lumber and timber products 70.0 12,915 317,000 334,616,267 891,430,624 
— Marble, granite, slate, other stone 
; | products 62.3 1,881 28,196 50,797,372 119,638,585 
Nails, spikes 60 55 1,448 2,159,059 7,712,847 
Non-ferrous metal products 2.8 1,225 2,576 4,240,799 25,696,163 
Paints and varnishes 55.0 1,063 23,283 44,153,109 312,936,711 
Paper 4.1 685 4,719 7,298,913 39,242,908 
Prepared paving materials 100.0 .126 2,876 5,067,631 29,275,369 
Planing mill products 70.0 4,849 76,905 113,717,201 387,508,449 
| Plumbers’ supplies 100.0 255 31,353 46,367,677 129,673,784 
Roofing materials 100.0 102 7,426 12,456,085 103,506,090 
Rubber goods 2.2 412 1,024 1,469,346 5,294,105 
Sand-lime brick 100.0 40 707 1,146,853 2,970,923 
Saws 34.9 8! 1,786 2,792,603 7,886,947 
Screw machine products 3.6 273 808 1,405,870 3,779,466 
| Packing, pipe and boiler coverings 6.6 171 575 910,335 3,007,394 
Steam fittings & heating app. 100 240 45,945 75,502,208 228,310,254 
Stoves & warm air furnaces 20.4 609 =+11,182 17,766,897 55,358,466 
Struc. & ornam. iron & steel 100.0 1,482 69,337 126,867,125 477,036,827 
Tools 15.7 534 3,627 5,581,767 15,568,992 
| Wall paper 100.0 56 5,421 8,282,817  30.007,649 
Plaster, wall board, and floor comp. 100.0 236 8,994 13,820,652 70,662,746 
Window & door screens & w'th'rstp 100.0 280 5,055 7,373,979 24,451,700 
| Wire 11.5 8! 2,877 4,840,282 24,680,329 
Wirework 19.9 547 5,155 7,462,682 29,261,922 
Wood preserving 100.0 199 14,497 18,561,537 190,944,645 
Wrought pipe 40.0 50 5,136 9,262,922 49,863,586 
TOTAL CONSTRUCTION PROD. 48,927 $ 1,580,484,876 
ucTs 1,097,117 $ 5,532,590,212 
ALL U. z a MANUFACTURING 210,959 15,216,037,315 
INDUSTRIES 10,330,728 $70,434,863,440 
Per cent Construction Products were 
of all U. S. Manufactures 23.1 10.6 10.3 7.9 


This tabulation which appeared in a recent issue of "The American 


| 
_ tion on remodeling loans may be ob- 
| tained within. 

| Ward M. Canaday, publicity direc- 
| tor for the National Housing Ad- 
| ministration, also addressed the N. I. 
| A. A. convention, summing up the 
act with the explanation that it has 
|made installment selling available 
|to the building industry for the first 
time, though, as indicated, no one 
need wait for his money, the Gov- 
/ernment itself acting as the finance 
company. 


Certain-teed Helps 
Dealers in NHA Drive 


New York, Oct. 4.—A spreac in 
building trades papers for Certain- 
teed Products Corporation is featur- 
ing an elaborate portfolio, “How to 
Make the Most Out of the National 
| Housing Act,” which outlines step by 
step how the dealer should proceed 
to get NHA business. The company 
offers helps in the way of literature 
'explaining the act and _ four-color 
pieces suggesting many improve- 
ments the home owner might make. 

In addition the company offers to 
conduct a direct mail campaign to 
a list supplied by the dealer provid- 
ing he signs a pledge card agreeing 
to make at least one personal call on 
each prospect during the campaign. 

The company feels that advertising 
must play a most vigorous and impor- 
tant part to make the better housing 
program as successful as desired. 


‘Johns-Manville Has 


Vigorous Program 

New York, Oct. 4.—A 20-page self- 
|mailing booklet has been sent to 
| building supply dealers and contrac- 
tors throughout the country by Johns- 
Manville outlining its home improve- 
ment plan and urging dealers to util- 
| ize the helps it has developed to con- 
' vert prospects produced by its broad- 
| cast program into actual sales. Over 
| nine per cent of the inquiries re- 
|ceived from its radio program last 
| spring were converted into imme- 


Builder" may be used by industrial advertising executives as a guide 
in directing efforts to industries which will be directly affected by 
the revival of construction b omy in qoneral. 


diate sales and 35 per cent were 
classified as good prospects for fu- 
ture business. 

The company offers dealers free 
tested direct mail, a booklet, “101 
Practical Suggestions on Home Im- 
provements,” the J-M home improve- 
ment estimating guide, syndicated 
newspaper publicity material, tested 
newspaper advertisement electros, 
and a nation-wide home improvement 
prize contest for dealers and con- 
tractors. 

Double page space in trade papers 
is also being used to enroll dealers 
for the J-M plan and urging them 
to send for the booklet detailing the 
complete program. 

The company is optimistic about 
the success of the NHA move, but be- 
lieves it will be in proportion to the 
amount of educational work that is 
done to sell it to the public, which 
is its reason for resuming the radio 
program. 


Chase Brass Active 
for NHA Business 


Waterbury, Conn., Oct. 4.—Because 
so many of its products go into the 
building field the Chase Brass & 
Copper Company views the NHA pro- 
gram with considerable optimism and 
is making a special effort to assist 
dealers to profit by the movement. 
In addition to its brass pipe and cop- 
per water tubing, roofing products, 
screen cloth and heating products, 
it has a newly designed line of light- 
ing fixtures especially adaptable to 
remodeling work which it is featur- 
ing in trade paper copy and in lit- 
erature for the dealer. In promoting 
this line the company is offering its 
own partial payment plan through its 
dealers. 


U. S. Gypsum Back 


in Trade Papers 

Chicago, Oct. 4.—The first piece of 
United States Gypsum Company copy 
to appear in trade papers for some 
time broke last month when pages 


were used in building trades papers 
announcing a definite plan it has 
worked out to help dealers sell re- 


pects. 
offered as well as a six page 
Modernizing and _ Repair 

form for a home check-up 


“Home 
Report” 
which 


space for a statement of repairs and 
alterations to be done. After it has 
been filled in the dealer and home 
owner can take it to the bank as a 
basis for an application for a loan. 


sistance with newspaper 
copy, direct mail 
dow displays. 


advertising 
material and win- 


Crane Salesmen 


Active for NHA 


Chicago, Oct. 4.—In addition to the 


to further NHA business with its 
dealers. Besides individual calls 


meetings of dealers to show what the 
company is doing and to indicate how 
the contractor can tie in with the 


utmost. 

The company is also featuring its 
own finance plan which is made avail- 
able with no down payment required, 
no hold-back and no endorsers. 

The enthusiastic manner in which 
the members of the plumbing and 
heating trade have jumped at the 
opportunity to cooperate under the 
NHA to stimulate business is viewed 
with great satisfaction by the Crane 
organization. 


Interest in Power Show 


Inquiries for space at the 11th Na- 
tional Exposition of Power and Me- 
3-8 at Grand Central Palace, New 
York, reveal that the greatest inter- 
chanical Engineering to be held Dec. 
est is centered on complete power 
plants; boilers of such type that re- 
flect a tendency to operate at increas- 
ing pressures; air conditioning 
equipment; industrial refrigeration 
,equipment, and Diesel engines. 


| Moves Offices 


Offices of Hotel Industry are now at 
1270 Sixth Ave., New York. 


pairs and remodeling to NHA pros- | 
A booklet on this subject is | 


shows the condition of the home and 


The company also offers dealers as- | 


usual direct mail and trade paper ef- | 
forts, the Crane Company is exerting | 
a special drive through its sales force 


made by the men they are holding | 


campaign and profit from it to the) 


SUBWAY ART 


Noiseless Jitney Taker 


Industrial art invaded the subway 
‘in New York when over 300 of these 
|“Coinstiles,” made by the American 
| Turnstile and Supply Company, were 
placed in service. 

O. Kuhler, industrial designer, was 
commissioned to do the job in such 
a manner as to express in outward 
appearance the efficiency and perfec- 
tion of these mechanical, noiseless, 
coin-controlled turnstiles. 

The well-rounded corners were de- 
cided upon not only for the protec- 
tion against possible injury of com- 
muters, but to avoid manufacturing 
difficulties. 


Harnischfeger Marks 


Golden Anniversary 


In commemoration of its golden an- 
niversary being celebrated this year, 
the Harnischfeger Corporation, Mil- 
waukee, Wis., has issued an elaborate 
84-page (11x81, 4) book detailing and 
picturing the company’s growth and 
the development of its extensive line 
of materials handling and electric 
welding equipment. 

The embossed cover is handled in 
a strong treatment in gold and 
brown, which together with a green 
tint are used throughout the book on 
enamel stock. 


Because the combined 
forces of the plumbing 
and heating industry have 
gone into action, because 
manufacturers, jobbers 
and contractors are work- 
ing as one unit to advance 
sales of plumbing and 
heating materials, this in- 
dustry has already received 
twice as many of the F. H. 
A. Dollars as any other in- 
dustry in the building con- 
struction field. 


The latest figures from 
Washington show plumb- 
ing and heating sales lead- 
ing all other sales by more 
than two to one. 


DOMESTIC ENGINEER- 
ING’S Federal 
Housing Act 
Prize Contest is 
focusing the at- 
tention of the 
entire industry 
on the pages 
of DOMESTIC 
ENGINEERING. 
Each month 
prizes will be 
awarded to con- 


Plumbing and Heating industry is getting 
twice as many Federal Housing Act 
Dollars as any other individual industry 


tractor dealers for sell- 

ing plans and methods 
which are furthering the 
sales of plumbing and 
heating material. Each 
month these plans and 
methods are being made 
available to all readers of 
DOMESTIC ENGINEER- 
ING that they may in- 
crease their shares of this 
business. 


Now is the time to con- 
centrate yourselling efforts 
where business is boom- 
ing—in modernizing and 
remodeling in the plumb- 
ing and heating industry. 


Plumbing and heating 
contractors are selling. 
Whether or not 
they sell your 
line is up to you. 


Capitalize on 
this tremendous 
opportunity by 
telling these con- 
tractors your 
story through 
the pages of DO- 
MESTIC ENGI- 
NEERING. 
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Write or phone 


PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 

simile reproduction will help you make a substantial 

saving in time and money on many of your printing 

requirements—Eliminates engravings and composition. 
e 


and information about Econo- print 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE—CHICAGO 
Telephone Calumet 7200 


us for samples 


Directory, containing complete list of telephone ex- 
*hanges and buyers of material. 
sample copy and breakdown 
wn request. 


Advertising rates 
circulation statement! 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 
S89 Atlantic Ave., Boston. Mass. ‘The recognized 
wean of the cotton and woolen industries of Amer- 
'ea‘* Member A. B. C. Published weekly; issued 
Thureday Last forms close Saturday noon preced 
‘ng publication date. Type page, 7x10 inches 
standard; one-time page rate, $150; 12-time page 
rate. $130; one-time half-page rate, $80; 12-time 
half-page rate. $65. Discounts to recognized agents 
furnishing contracts and copy service: circulatior 
cree furnished on request; subscription price 


Tractors 


FARM IMPLEMENT NEWS 
481 S Dearborn 8St., Chicago. Eastahlished 1882 
For the trade in farm operating equipment, includ 
‘ng implements. hardware. tractors. tractor equip 
ment. engines. lubricants and motor trucks Tasue¢ 
hi-weekly, Thursday Closes 10 days preceding 
Type page size, 724x10%. One-time rate. $120 
Member A. . ©. The only national paper in the 
general tractor fleld. Far in the lead on tractor 
equipment advertising. Read by all tractor manu 


wear Industrial Exposition, at Grand 
Central Palace, New York. 


Coffman, manager. 


A. B. 
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Paid circulation exceeds 5,000; =. ge = ©. Gang oe an ee, — Also issues Book, formed Industrial Marketers of Cer, sept. 26 
, ) { | . feed grinding and mixing on matters, ° Ve 
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+ P Management | ! , & ! 
The Magazine of Bakery Practice & Managemen These fields are reeognized as the largest users of | 15%, when complete plates are furnished, ——— sa th b Compan 
330 S. Wells St., complete elevating, conveying and power tranamit- | 10% with 2% for cash. We invite inqu ries for ast mon y Arnol 
ABC Chicago ABP | ting equipment, and all other equipment for the | rates and surveys. electing a full ree 
See advertisement elsewhere this issue handling and processing of grain field seeds and s Milwau 
for the grinding and mixing of feeds. Milk slate of local of- Georg 
a n u S r | a ficers and select- ing Con 
ge fag ond MILK PLANT MONTHLY ing a director for s. C. 
880 W. 42nd St., New York City; Chicago office, | Hotels 327 S. La Salle 8t., Chicago. Covers fluid milk a a B hagee! Cincinne 
Chas. B. MacDowell. manager, 11 8. La Salle St. industry, Read by milk plant owners, executives, the National In- = 
Established 1898. Filled from cover to cover with ‘ i 1 technical staff, managers, etc. Pu ar ie » 
brief, authoritative articles, everything in & con: vos Seven seen ae os the Sth. Forms’ close 15th preceding A > 4 '@) S | 10 n 2 dustrial Advertis Clevelar 
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Inquiries invited regarding industrial requirements | ‘Declal one-time advertisements, “s96: i2-page | $80; quarter-page, $55; elghth-page, $35; one-time | position, at Cleveland, Ohio. keti Cleveland Coll ny, W 
and marketability of any product; reports submitted | ‘ime Page rate, i fn agg Subscription price, | rates: page, $175; half-page, $95; quarter-page, $65; eting, Clevelan ollege, secretary pans ‘- 
without obligation to manufacturers or agencies. $2. Distribution, 8,000 copies monthly, of which | eighth-page, $40. Rates for covers, preferred = Oct. 15-20. Eleventh Southern Tex- treasurer. Glenn H. Eddy, Ohio Bras _ P 
85% are South. Reaches executives and operative | tions, inserts and color on application. New Yor . . Company, Mansfield. O Cincinna 
officials of South's important industrial, railroad, | office, 250 Fifth Ave.; Cleveland, O., 522 Citizens tile Exposition, at Textile Hall, pany, I g ’ + Was nomi H. B. 
Breweries financial, public utility, engineering and construc- | Bidg. nated to N. I. A. A. directorship. Publishi 
tion enterprises, as well as public officials, archi- Greenville, S. C. se _ 
BREWERS JOURNAL—WESTERN BREWER tects, ar oe contrectare ane — = | ye Paper The initial activity of the chapter Frane 
(Eataviisned 1876), published vy H. 8 Mien & | Ge'G6y lems are published annually in the Dally Oct. 15-19. Second Industrial Ma-| will center around a carefully plane "4": 
e . Dearborn ., Chicago, . eee ‘ A. . 
purnal devoted to. the brewing, bottling, malting | (onstruction Bulletin, which Is sent to regular ad- | ENVELOPE & SPECIALTY PAPER INDUSTRY | terials Exhibit at Park Central Hotel. program for six meetings which wi...) 
Jo allied Industries, Published the Bfteenth of each | *ettisers to help them develop Southern business and | 145°N. Wabash Ave., Chicago. a Compan} 
Month. Page size, 7x10 inches. Rates: One | 10 subscribers, the annual, subscription price being New York. develop 11 phases of the general sy Oliver 
page, one time, $100; 12 times, $70; one-half page, Chisase ‘- F . ; ject “The Development of a Market Compan} 
: o : : e - , “ ’ aVle e . 
Sime, "455; 18 ‘times, "$35: one-eighth pase,’ on Refrigeration Oct. 16-18 American Railway |; F E. Ba 
time, $24; 12 times, $18. “Advertising copy. should ~ oe Y |ing Plan,” outlined at length in tha. B@ 
e, . mes, ‘ vertisin P P : Compan: 
be in publishers’ Bends tan, dave rier, to peetigeiien Insurance panes ged ay * rmciigyg ag he — Bridge and Building groincanegge August 4 Crass & INDUSTRIAL Mar  ¥ 
date if proof is desired. Plates can be us . aller Ave., Chicago. New York office, fn Sins i s Q ose . » V. 
eeived ate days prier to publication date. Sinees Bldg. Founded 1891. Published monthiy Chicago. C. A. oe secretary, KETING. The first series of meeting tion, Ne 
THE NATIONAL UNDERWRITER-ROUGH | ¥, Nickerson d& Collins Co. The oldest and largest | N. Waller Ave., Chicago. will culminate in a formal presentagg Allan 
MODERN BREWERY NOTES GROUP particularly covers the following fields: Ice, cold : M tion and review of findings of th nw =e 
Published monthly by Modern Brewery, Inc., 205 E. Including the National Underwriter, weekly, ore and storage. packing house end allied Industries. a ls Oct. 17-20. Annual meeting Nat- cement on Geen 9 B. C. | 
‘ k City. Covers the entire brewing sualty; National Underwriter, weekly, ‘e; Ineur- e official organ national, sectional an . a s g y » a 
thd’ allied: Industries. "4 total monthly elrculation | ance Salesman, monthly, life; Rough Notes, monthly, | state trade organizations. It circulates among plant | ional Electrical Manufacturers’ Asso- pany, CI 
of over 4500. Publishing date, fifteenth of each| fire and casualty; Insurance Decisions, monthly, in- | owners, plant managers, architects, consulting and ciation at Palmer House Chicago Charle 
month. Type page 7x10. Rates, 12 pages within| surance law; Casualty Insurer, monthly, casualty | operating engineers. Forms close 15th of month aie ‘ Compan? 
one year, Soo. 8 pages total, $116 per page; 4/ and surety; The Accident & Health Review, monthly, | preceding date of issue. One-page rate, $110; three- H. f C E M 
pages, $126 per page, and less than four pages $138) accident and health; The Industrial Salesman, | page, $99; six-page, $93.50; 12-page, $82.50. Rates Oct. 22-26. 38th Annual Conven- ear oO opy ssentials John | 
per page. Advertising copy should be received — monthly, industrial life, health and accident. Total | based on amount of space used within 12 months. . eee . “ a 
Dron ie desired. eT eer ee couvis to ch tunes oe eo Ce Type pest, so orton jnches. Re ey sworn, | tion and Exposition of the American Eastern Industrial Advertisers pany, © 
agencies in a ranches nsurance in re | net paid, 5,085. Subscription price, per annum. Te ‘ " 4 AY 
United States, Largest insurance publishing organ- Foundrymen’s Association in con- pha ne te ieee oe Willia 
ization in the world. everal memberships in A. - . . oO ndustri ver T lishi 
Ooal B. C.. A. B. P. and National Publishers’ Asso-| Roads and Streets nection with the Fifth International Mactan: Ge “rete ne Sy Indes — 
ciation, Commission 13-2 to advertising agencies, Foundr Congress at Convention resen onditions from R. W . . 
AMOND casent on tacurense sdrerttenng. Saees: Sanieen Py ‘ Clark, former Westinghouse appar Philadel 
THE BLACK DIAMO Cineinnatl, New York, Hartford, Indianapolis, De- ROADS AND STREETS Hall, Philadelphia, Pa. 4 Howal 
A weekly journal reaching all ibeanenes, of the, nm troit, Des Moines, Atlanta and San Franctsco, has been the leader for years in advertising volume. It , atus advertising manager and no Shop, Ci 
industry, published continuously for the pas . . ‘Ivy : & : 
years at Chicago: mall Bidet Now Teck: 301 Btate Detitor. It ts the only publication completely covering | Oct. 22-23. American Gear Manu- pr ge ga es bg: E. L. 
br 8, Whiteha -. New York; . ~onstruc : ‘ : me 3 , ed 
Theatre Building, Pittsburgh; Boom 417, 622 | Liquors and Wines This $1,000;000,000 market 1s now showing the quick. |facturers Association at New Pfister Ft gpa oe 
Broadway, Cincinnati; Investment Building, Wash- est recovery. The twice-a-week construction reports Mil k Wi J.c.mM Buy Engravings” was discussed by Benne 
ington. Its vigorous editorial policy has made it published and sent to the advertisers of Roads and Hotel, ilwaukee, 18. : » aac P. H. FJ N. W Ss Mill Cor 
@ dominating factor in the trade. Size of page, BOWNE’S WINES & SPIRITS Sccsels Gt the Glew dak tele caaeueein a eames Quiston Penn Lincoln Hotel. Wilkins- - ° ammer, N. ‘ Ayer & Son 
x12 inches. Page rate, one time, $90; 52 time | puriished monthly by Modern Distillery, Inc., 205| and material manufacturers where this proton is be- : ~ . ~ |Ine W. T. 
tate, $78; half-page, one time, $48; 52 tims, $41: | & 42nd St., New York City. Covers the entire | ing spent. Write for a sample copy of these con. | burg, Pa., manager-secretary. : lishing ¢ 
Seven t fh Sule iaubes ane fe ygaed ne ae —— _ Publishing ne Jan ong eeponiee sepent. + a arg pentening Company, 400 ania intimin: Charle 
» - Cc ° ° , y . r 
of issue. Subscription price, $5 per year. within one, vent $100: 8 paces total, $116 per pae: - Madison St., Chicago, a, Oct. 27. Annual convention Ameri- Learn About FHA Drive neering, 
ages, $126 per page, and less than four pages a a . 
Dental $148 per page. Advertising copy should be received Seed can Gas Association at Atlantic City, 5 a - 
by publishers ten days prior to publication date J Edward B. Lee district director sin ae 
when proof is desired. Horace I. Bowne, the editor- is as ; ’ ASUTIC C F. R. 
THE JOURNAL OF THE AMERICAN DENTAL | in-chief, was before prohibition, vice-president, gen- SEED WORLD Federal Housing Administration, tol & Mfg. ( 
ASSOCIATION wine and liquor magazine in the United States.” ‘For | 325 W. Huron St., Chicago, Til. Consider the seed | Oct. 31. Annual meeting Fabri-|the fndustrial Advertising Councillll Geore 
yy gs Rn (oe eeat “products, “and. has | fll, advertisers. the publishers issue a weekly news million customers, farmers and. suburbenites’ Sea | cated Metal Products Federation at | Pittsburgh, how the FHA affects mari Drill Co: 
tho taoueet paid circulation of any dental publica- and tip service. World reaches retail, wholesale and mail order seed l l d l ] d a D kets for industrial equipment and G. D. 
tion. Total circulation, 36,752. The Journal is merchants, florists, nurserymen, hardware, drug and| Hotel Cleveland, Cleveland. . D. 1j . See 
issued the first of each month. Forms close first other dealer trade catering to agricultural and horti- | \4i]] 729 Fift th St N. W supplies at the Oct. 4 meeting. Ag’ i 
of month prior to publication. Type page, 4%xT™% MIDA’S CRITERION cultural requirements. Seed World reader survey | * iller, een S30 i representative of the American Radi Murra: 
inches. Yearly rates: One page, $112.20; half-page, | Published by the Gillette Publishing Co., Dally} shows this to be an annual hundred million dollar Washington, D. C. po . RKETI 
$6..15; quarter-page, $42.50; eighth-page, $28.90. | News Bldg., Chicago. Served the liquor and wine | market. For illustration—fungicides and insecticides ator Company showed what the com GC ow 
; trades for thirty-five years prior to Prohibition and | sales per year alone amount to $7,200,000. Publish- any is doi to int td lers and _G, . 
was the undisputed leader in its field. Mr. Lee W. | ing staff includes agricultural college graduates with Oct. 31-Nov. 3. ~aint. Varnish and pany 1s do ng o interes ea Ts an Seneca ] 
Farm Implements Mida, the son of the original founder, and for many | U.S. Department of Agriculture training, and men — " : . contractors in the remodeling pr Leslie 
years co-publisher with his father, is the present | of practical business experience in their respective | Lacquer Association, Washington, | © 3 
ws editor-in-chief. Assisting him are a number of the| tines. Published every other Friday. Forms close gram. Vetallur, 
FARM IMPLEMENT NE old contributors, both in this country and abroad. | Monday preceding. Type page, 7x10. One-time | D. C. Frank 
481 8S. Dearborn St., Chicago. For monutactusers, Conia Seneene gomee of a = oe page rate, $110; 26 times, $75. fone comet hicago 
int ted in implements, trac- | wine field, including distilleries, wineries, import-| sion, 15%. Subscription price, $2. rite for s Nes , 
ee ee Se go lines. Issued bi- | ers, wholesale liquor and wine dealers, and a select | sample ane, rate pins FO a a statement and Nov. 12-15. 15th Annual Meeting Told About Lithography R. Da 
weekly, Thursday. Closes 7 days preceding. Type| list of outstanding retailers. Weekly news service | copy of survey. Publish also annually Seed Trade of the American Petroleum _Insti- any, Ne 
page, 734x10%. One-time page rate, $120. Mem-/ to advertisers. Due to the ever-increasing activity | Buyers’ Guide and Directory. 4 The St. Louis Industrial Marketin vn aan 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- | on the part of the trade rehabilitating plants, buy- tute at Adolphus and Baker Hotels, . 4 W. J. 
ments, annual directory. Also the Tractor ze ing old seeks, aploment. gapetion, ote.. Ge ~~ Dall Senen Council has resumed its Thursda¥@ pany cj 
; lly in July. Recognized nationa shers are furnishing advertisers w a weekly tip allas ‘ i : J 
panos at this Held. Eetabiished 1882: oldest in the | service advising of these activities. Telephone ’ easevan . a a a . A. 
field. First publication on nine out of ten lists. ompse sler-Tompse a mpany 
Read by most of large foreign implement import- TELEPHONE ENGINEER Nov. 12-16. National Hotel Expo-| (1 mean. same a industrial adam Carl 
ers all over the world. L b (International Technical Journal.) 185 N. Wabash sition at Grand Central Palace. New Pp a» es. 
umoer Ave., Chicago, Only monthly serving entire telephone | © ’ vertisers can frequently use lith pri 
ndustry, world’s largest utility. Annual equipment 2 = P L : . P 
Grain and Feed amenean Leanennan expenditure epproximately billion dollars. Much of oe York. Charles F. Roth, manager. ——— in a practical way withoutg , ungste 
eign equipment purchased in United States. Monthly rohibitive cost. 
GRAIN & FEED JOURNALS CONSOLIDATED | 43) §. Dearborn St., Chicago, Ill. Established pear gga gives, advertioers 80-day a Bencanete Nov. 12-16. National Convention P ¢ Rg 
» f Grain | 1873. News of national scope embracing all branchee | monthly appropriations assure consecutive contac mois g, Pitt 
$e. ie Yurnal® (established 1898); American Ele- | of the lumber industry: Drimarily & principal's | with buyers. Reaches executives, managers. com- and Exposition of American Bottlers *sution H. H, 
1882); Grain | newspaper particularly edite or men who guide | wercla en, supe endents, engineers, plant men, = 
World Bg ey Price durrent- destinies of large enterprises. More than 100 paid = soesatets, Ree chiefs, ent Articles pa of Carbonated Beverages, at 106th Study N.1.A.A. Constitu 10 BS. 
‘ a - | engineering, maintenance, management, commerce * ‘ine Gle 
Grain Reporter (established 1844). Published sec- | correspondents located in the principal lumber pro uractices. » New. modern cover, new t9Dography, en Armory, Buffalo, N. Y. The first fall meeting of = od seteti 
—|amel paper throughout command maximum reader of att snaiat? ial Mar ayia 
— interest. Because advertising pages share extraordi- Nov. 19-23. Automotive Service cinnati Association of cong anakoe’ a Harry 
nary reader influence, advertising effectively reaches . keters on Oct. 30 will be devoted to tion, St 
those originating or specifying purchases. Acdver- | Industries Show at Auditorium, study of the constitution and by-law$ , p- 
‘ ; tising rates and circulation statement on reauest. Cleveland of th , t . 1 that of ne NI : 3 
: : a: a iia re Kes ou : aaa - . oO 1e chapter anc F N. Mi ester, 
i spe Sen Se a - Guage TELEPHONY A. A. to giv better ide@™ © jp 
is. os . ) , A. A. to give members a bette! 7 
; @ : Published every week on Saturday by Telephony Dec. 3-8. Eleventh National Expo- h ile d functions of thé Kemp 
, Publishing Corporation, 608 S. Dearborn St., Chi- Pee : : of the purposes an . ake 
(/ i=} ©) "ago, telephone Wabash 8604. Contains the tele- | Sition of Power and Mechanical En-| (yganizations. ‘ett 
ohone industry's news and articles on plant, traffic 8 : Don 
commoretol and engineering subjects. It is there. | Sineering at Grand ee oe ‘sage 
: ore read with interest by everyone in the telephone New York Charles Roth, man- ‘ Baek ae 
, Gay : ‘s nusiness, including executives, managers, engineers F : ‘ L. R 
* Mem a. aaa olant men, ~— operators, wire chiefs and linemen | ager, E. A. A. Schedules Meeting npany 
. Subscription, per year. Type page, 7x10. Circu- . * ee se? te 
tatton, 5.815, divided: Bell companies, 868; Inde- Feb. 11. 1935. Third National Knit The Engineering age rt ‘a ieor ge 
pendent companies, 4,947. All regular advertisers ep. ° ‘ ’ ati ‘hic: ri ol l, Ney 
CATALOGS—SU PPLE MEN TS—FORMS Ml | freventted ir Sinpiimentry cops at Peenhons's sociation, Chicago, _ will 


meetings at the Bismarck Hoiel this 
season. The next program is sche : : 
uled for Oct. 15. Ey 


17,000 


self-serviced fleets of ten or more automotive vehicles are reached 
monthly by 


FLEET OWNER a’: 
90 West St., New York, N. Y. Tes 


. . “ ck T 
A summary has been made of the returns to a questionnaire on Tru L.A 
Bodies” which appeared in a recent issue. 
will be sent, without charge, upon request. 


A copy of the summary ny, W 
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N.I.A. A. Registration 


The following members and guests 
were registered at the 12th annual con- 
yention of the National Industrial Ad- 
yertisers Association at Cincinnati, 
Sept. 20-22: 

Don Allshouse, Northern Equipment 
company, Erie, Pa. 

Arnold Andrews, 
Milwaukee, 

Ceorge Appel, McGraw-Hill 
ing Company, Cleveland. 

s. C. Baer, Baer & Biglow Company, 
Cincinnati. 
R. E, 
Cleveland. 
Howard F. Barrows, Austin-Western 
Road Machinery Company, Aurora, III. 
L. C. Bassett, Electrical Manufactur- 

ing, Chicago. 

Charles S. Baur, The Iron Age, New 
York. 

Allan E. Beach, Littleford Bros., Cin- 
cinnati. 

L. R. Beck, Cleveland Tractor Com- 
pany, Cleveland, O. 

J. L. Beltz, Thew Shovel Company, 
Lorain, O, 

Fred G. Berling, 
Cincinnati. 

A. B. Bichnaver, The Bohnett Com- 
pany, Cincinnati. 

A. K. Birch, Allis-Chalmers Mfg. Com- 
pany, West Allis, Wis. 

R. W. Bohnett, The Bohnett Company, 
Cincinnati. 

H. B. Bolander, Simmons-Boardman 
Publishing Company, New York. 

Francis D. Bowman, Carborundum 
Company. Niagara Falls, N. Y. 

A. J. Brady, Timken Roller Bearing 
Company, Canton, O. 

Oliver Brinkerhoff, Carol 
Company, Columbus, O. 

E. Bartlett Brooks, Wayne Color Plate 
Company, Dayton, O. 

L. V. Brooks, F. W. Dodge Corpora- 
tion, New York. 

Allan Brown, 
New York. 

B. C. Brumm, Gillette Publishing Com- 
pany, Chicago. 

Charles F. Bruner, 
Company, Dayton, O. 

John Burgoyne, Norwood, O. 

C. A. Burton, Thomas Publishing Com- 
pany, Chicago. 

William Buxman, McGraw-Hill Pub- 
lishing Company, New York. 


Bucyrus-Erie Co., 


Publish- 


Bandelow, Caxton Company, 


Lunkenheimer Co., 


Publishing 


Bakelite Corporation, 


Master Electric 


W R. C. Byler, SKF Industries, Inc., 
ara Philadelphia, 
wi Howard Campbell, Modern Machine 


Shop, Cincinnati. 

E. L. Carroll, S. A. E. Journal, New 
York. 

Bennett Chapple, American 
Mill Company, Middletown, O. 
W. T. Chevalier, McGraw-Hill 
lishing Company, New York. 
Charles S. Clarke, Power Plant Engi- 
neering, Chicago. 

W. S. Clevenger, Case-Shepperd-Mann 
Publishing Company, Chicago. 
F. R. Cook, Westinghouse 

& Mfg. Company, Pittsburgh. 

George H. Corey, Cleveland Twist 
Drill Company, Cleveland, O. 

G. D. Crain, Jr., ADVERTISING 
nicago, 

Murray E. Crain, CLass & INDUSTRIAL 
MARKETING, Chicago. 

G. W. Cramer, Goulds Pumps, 
Seneca Falls, New York. 

Leslie Cunningham, Chemical & 
Metallurgical Engineering, Chicago. 
Frank N. Davis, National Provisioner, 
‘hicago. 

R. Davison, 


Rolling 


Pub- 


Electric 


AGE, 


Inc., 


New Jersey Zinc Com- 


| any, New York. 

An W. J. Dawson, Procter & Collier Com- 
day wany, Cincinnati. 

MMM 0. A. DeCelle, International Filter 
ap Yompany, Chicago. 

ad Carl B. Dietrich, Wagner Electric 
itl tporation, St. Louis, 

out R. PP. Dodds, Truscon Steel Company, 


Youngstown, O. 
Harold S. Downing, Walker & Down- 
ig, Pittsburgh. 


‘on H. H. Dreyer, Machine Design, Chi- 
Cine _ Glenn H. Eddy, Ohio Brass Company, 
Mat Mansfield, O,. 

to @ Harry J. Fey, J. R. Kearney Corpora- 
an ‘on, St. Louis. 

& A. B. Fritts, Norton Company, Wor- 
Ne ster, Mass. 

idea %. R. Fronch. 


the Kemp G. Fuller, West Pennsylvania 
e Company, Pittsburgh. 
on G,. Gardner, Modern 
‘op, Cincinnati. 
| Garretson, Leeds & Northrup 
Philadelphia. 
K. Gauff, Building Moderniza- 
York. 
Glenzing, 


Machine 


AGE Georce 
its 1, New 
this@ W. p. 

ned @ ** York. 

* B. Godley, Power, Cleveland. 

Goes, Koehring Company, Mil- 


Civil Engineering, 


Goldner, S. H. 
hia, 
Gran, 
Ww York. 
‘son Greene, Watlow Electric Mfg. 
| be , St. Louis. 
7 a irier, Conover-Mast Publishing 
Dany, New York. 
Grimes, Printers’ 


Burbank & Co., 


Rickard & Company, 


Ink, New 


Grimes, 
Grove, Blaw-Knox Company, 
: rgh, 
Harlan, Orville Simpson Com- 
‘incinnati. 
A Hastings, Heald Machine Com- 
Worcester, Mass. 
Hatch, Gillette Publishing Com- 
hicago. 


Fawn Art Studios, 


Eldridge Haynes, McGraw-Hill 
lishing Company, Cleveland. 

George O. Hays, Steel, Cleveland. 

William Heilig, The William Powell 
Company, Cincinnati. 

Oo. G. Hendricks, Thomas Publishing 
Company, New York. 

Kenneth Hunt, Champion Coated Pa- 
per Company, Cincinnati. 

R. A. Jack, Keeney Publishing Com 
pany, Chicago. 


pany, Cleveland. 
G. W. Japp, Newport 
Company, Newport, Ky. 


Corporation, St. Louis. 

E. J. Keck, Dayton Linotyping Com- 
pany, Dayton, O. 

E. C. Kelly, Gillette Publishing Com 
pany, Chicago. 

F. C. Kendall, Advertising and Selling, 
New York. 

S. A. Kniseley, Republic Steel Corpo- 
ration, Youngstown, O. 

F. C. Koch, Simmons-Boardman Pub- 
lishing Company, New York. 

W. R. KortKamp, Dill & Collins Com- 
pany, Philadelphia. 

John M. Krings, 
Shop, Cincinnati. 

Chester H. Lang, General 
Company, Schenectady, N. Y. 

R. A. Langer, American Metal Mar- 
Piet, New York. 

W. S. Leach, G. M. Basford Company, 
Pittsburgh. 

A. F. Lewis, Cambridge, Mass. 

Pierce Lewis, The Iron Age, MPetroit. 


Modern Machine 


Electric 


A. W. Loomis, Ingersoll-Rand Com- 
pany, New York. 
R. E. Lovekin, R. E. Lovekin Cor- 


poration, Philadelphia. 

Charles McDonough, Combustion En- 
gineering Corporation, New York. 

Walter. S. McFadden, McGraw-Hill 
Publishing Company, Cincinnati. 

William E. McFee, American Rolling 
Mill Company, Middletown, O. 

P. G. MePherson, McGraw-Hill 
lishing Company, New York. 

G. A. Mann, Wirthlin-Mann, Cincin- 
nati. 

Howard Markt, Oil and Gas Journal, 
Cleveland. 


Pub- 


B. P. Mast, Mill and Factory, Chi- 
cago. 
George F. Matthews, Lunkenheimer 


Company, Cincinnati. 

A. R. Maujer, Industrial Power, St. 
Joseph, Mich. 

Harry N. Melville, Simmons-Board- 
man Publishing Company, Cleveland. 

H. V. Mercer, American Rolling Mill 
Company, Middletown, O. 

S. L. Meulendyke, Marschalk & Pratt, 
Inc., New York. 

Fred Meyer, Cincinnati Process [En- 
graving Company, Cincinnati. 

H. H. Miller, Dayton Rubber Manu- 
facturing Company, Dayton, O. 

Cecil B. Mills, Simmons-Boardman 
Publishing Company, New York. 

H. E. Mills, National Auto Tool Com- 
pany, Richmond, Ind. 


W. R. Mitchell, Fawn Art Studios, 
Cleveland. 
H. A. Morrison, Simmons-Boardman 


Publishing Company, Chicago. 
L. S. Newman, Oster Mfg. Company, 
Cleveland. 


B. G. Newton, MacLean Publishing 
Company, Toronto. 
H. E. Odell, Ohio Brass Company, 


Mansfield, O. 
L. J. Ott, Ohio Brass Company, Mans- 


field, O. 

J. W. Palmer, MacRae’s Blue Book, 
Chicago. 

Cc. E. Pask, Machine Design, Cleve- 
land. 


H. J. Payne, Associated Business Pa- 
pers, Inc., New York. 

J. D. Pease, Penton Publishing Com- 
pany, Cleveland. 

L. C. Pelott, Penton Publishing Com- 
pany, Chicago. 

M. W. Perinier, McGraw-Hill Pub- 
lishing Company, New York. 

A. Perrin, Better Roads, Chicago. 

Stuart G. Phillips, Dole Valve Com- 
pany, Chicago. 

M. H. Pierce, Thomas Publishing Com- 
pany, New York. 


poration, Salem, Mass. 
Ww. J. Ramsey, Mathews 
Company, Ellwood City, Pa. 


Conveyor 


Leonard Rausch, Jr., Wayne Color 
Plate Company, Dayton, O. 
F. O. Rice, MacRae’s Blue _ Book, 


Cleveland. 
W. W. Ring, Electric Journal, Pitts- 


burgh. 

J. H. Robison, MacRae’s Blue Book, 
Chicago. 

J. M. Rodger, McGraw-Hill Publish- 


ing Company, Chicago. 


Manuel Rosenberg, The Advertiser, 
Cincinnati. 
Harry Rorthermel, Dayton Pump & 


Mfg. Company, Dayton, O. 

Colter Rule, Champion Coated Paper 
Company, Cincinnati. 

H. P. Ruprecht, Westinghouse Elec- 
tric & Mfg. Company, East Pittsburgh, 
Pa. 

Cc. W. Ruth, Republic Steel Corpora- 
tion, Massillon, O. 

Fred W. Schultz, McGraw-Hill Cata- 
log & Directory Company, New York. 

Norton Schuyler, Ajax Corrugated 
Paper Company, St. Louis. 


George G. Sears, McGraw-Hill Pub- 


lishing Company, St. Louis. 


Pub- 


| 
R. C. Jaenke, Penton Publishing Com- 


tolling Mill |} 


Cc. W. Kalbfus, Elliott Company, | 
Jeannette, Pa. 
J. R. Kearney, Jr., J. R. Kearney 


Roger A. Poor, Hygrade Sylvania Cor- 


| REQUESTED BY MILL SUPPLY DISTRIBUTORS 


a 


Wy BE cade 


Faced with a _ real problem in 
| point-of-sale advertising with the in- 
|troduction of its new “Shockless” 


of display packages, found that no 
stock package suited their needs, and 
took it into their own hands to design 
a box both to protect the product, 
and show it to best advantage. 

In spite of the fact that mill supply 
men handling the products voiced a 
demand for a package allowing genu- 
ine point-of-sale display, surprisingly 
little work had been done by manu- 


} 


New packages provide product protection and point-of-sale display. 


facturers in this field up to the intro- 
duction of the package shown above. 
Careful consideration of the features 


gauge, the B. C. Ames Company, Wal-/ necessary led to the choice of the 
tham, Mass., looked into the matter folding type carton pictured. 


The design of the carton was Car- 
ried through so as to allow the front, 
above a dummy stand concealing the 
gauge stem, to fold back above the 
product giving a tasteful and com- 
manding display, as well as provid- 
ing an adequate protective closure. 

The cost of the containers is less 
than half that of the set-up box type 
previously used. 


W. D. Shannon, Allis-Chalmers Mfg. 
Company, Norwood, ©. 

H. O. Sigwalt, E. F. 
pany, Milwaukee. 

BE. A. Smith, Food Industries, Chicago. 

Sam Smith, Pittsburgh. 

Rolland Smith, Thomas 
Company, New York. 

Milo E. Smith, Chicago 
Iron Works, Chicago. 

F. Morse Smith, Thomas 
Company, New York. 

Walter Spindler, Armco Culvert Mfgrs. 
Assn., Middletown, ©. 

Leonard E. Specht, Printers Klectro- 
type Company, Cincinnati. 

Dwight Spofford, Duriron 
Dayton, O. 

Gregory H. Starbuck, General 
tric Company, Schenectady, N. Y. 

Ray Stelzig, Dayton Linotyping Com- 
pany, Dayton, O. 

Selles Stites, Keelor & Stites 
pany, Cincinnati. 

H. W. Stoetzel, Republic Flow Me- 
ters Company, Chicago. 

R. E. Sturhahn, Monsanto Chemical 
Works, St. Louis. 

K. R. Sutherland, K. R. 
Company, Boston. 

Davis Swormstedt, Signs of the Times, 
Cincinnati. 

Charles C. Tapscott, 
Mfg. Company, St. Louis. 

Robert T. Tate, American Newspaper 
Publishers Assn., Chicago. 

Douglas Taylor, Printers’ 
York. 

J. N. Taylor, Dayton Linotyping Com- 
pany, Dayton, O. 

Alex Thomson, Jr., Champion Coated 
Paper Company, Cincinnati. 

S. P. Trench, American Metal Market, 
New York. 

Roland G. E. Ullman, Roland G. E. 
Ullman Agency, Philadelphia. 

A. J. Underwood, SAE Journal, De- 
troit. 

H. E. Van Petten, B. F. 
Rubber Company, Akron, O. 

W. T. Watt, Fairbanks, Morse & Co., 
Chicago. 

J. H. Waxman, Westinghouse 
tric & Mfg. Company, 
Pa. 

Leon H. A. Weaver, Superheater Com- 
pany, New York. 

Lloyd H. Weber, Osborn 
pany, Cleveland, 


Sehmidt Com- 


Publishing 
Bridge & 


Publishing 


Company, 


Klec- 


Com- 


Sutherland 


McQuay-Norris 


Ink, New 


Goodrich 


Klec- 
Kast Pittsburgh, 


Mfg. Com- 


NEW TECHNIQUE 


| 
| Power Transmission News 


dae ope ah the Vee oF Sewn 


| 
| Wooebi's a. 
| 
} 
| 


MORSE CHAIN COMPANY 


ITHACA NEW YORK 


A new series of pages for Morse Chain 

Company, Ithaca, N. Y., feature new 

products in editorial treatment around 

the conventional display for the com- 

pany's chain drives for which it is well 

known. Fred M. Randall Company, 
Detroit, is the agency. 


Forrest U. Webster, Cutler-Hammer, 
Inec., Milwaukee. 

Mildred R. Webster, N. 1. A. A, 
cago. 

Roger L. Wensley, G. 
pany, New York. 

S. E. White, J. R. 
tion, St. Louis. 


Chi- 
M. Basford Com- 


Kearney Corpora- 


Kk. T. Wible, Pittsburgh Steel Com- 
pany, Pittsburgh, Pa. 
Chauncey L. Williams, F. W. Dodge 


Corporation, New York. 

Ralph EF. Williams, B. F. Gump Com- 
pany, Chicago. 

M. A. Williamson, McGraw-Hill Pub- 
lishing Company, New York. 

Leon Willoughby, Conover-Mast Pub- 
lishing Company, Chicago. 

O. J. Willoughby, Refrigeration, At- 
lanta, Ga, 

Frank J. Wilson, F. W. Dodge Cor- 
poration, Cleveland. 


A. O. Witt, Schramm, Ine., West 
Chester, Pa. 
William A. Wolff, Western Electric 


Company, New York. 
N. O. Wynkoop, Power, New York. 
Frank O. Wyse, Bucyrus-Erie Com- 
pany, S. Milwaukee, Wis. 


Cincinnati Milling 
Reaches 50th Year 

Unusually attractive and unique 
invitations have been issued by the 
Cincinnati Milling Machine & Cin- 
cinnati Grinders, Inc., to an open 
house Oct. 8-14 in celebration of the 
company’s 50th anniversary. 

The outside of the folder was a 
skeleton map of Cincinnati done in 
brown and black showing the location 
of the plant in reference to the city, 
depot and auto routes. The formal 
invitation was on gold paper tipped- 
in on page two with the recipient’s 
name written in black ink. The third 
page detailed 11 special features the 
visitor will be treated to in a trip 
through the plant. 

Publicity was released to business 
papers and a special spread was used 
in the Sept. 26 American Machinist 
to focus attention on the approaching 
celebration. 


Monsanto Issues 


Revised Brochure 


The Monsanto Chemical Company, 
St. Louis, has issued a revised edi- 
tion of its brochure, “How Monsanto 
Serves,” designed especially for the 
edification of its stockholders and to 
give others a “bird’s eye view” of 
the company. It includes a pictorial 
presentation of how Monsanto chem- 
icals enter into practically every 
thing that is used in social and busi- 
ness life. 

On the last page it is stated: “The 
red ink in this booklet is brilliant 
and fast. It is a derivative of Ortho- 
chloraniline, an intermediate de- 
veloped by Monsanto. The paper of 
this booklet contains Monsanto’s 
aluminum sulfate produced by the 
Merrimac Division. The inks used 
contain Coumatin, a Monsanto prod- 
uct which masks the unpleasant odor 
common to inks.” 


Join Exhibitors Council 


Foster Engineering Company, 
Newark, N. J., manufacturer of auto- 
matic valves for pressure, flow and 
temperature control of steam, liquids 
and gases, and Sarco Company, New 
York, manufacturer of steam traps, 
strainers, temperature regulators and 
heating specialties, have become 
members of the Exhibitors Advisory 
Council, New York, a fact-finding or- 
ganization which issues data on in- 
dustrial and trade shows and exposi- 
tions. 


Bury 


bill you kind 
‘now of or sive us 


2747-53 W VAN BUREN ST 


fe are ‘nterestec {1 securing a fcnrdent dbéatet. 
199 to £00 pound cepscity 


yp notify any tenufecturere vou 


tre navee of such ranufect rers *o thet 
e may obtain full inforvetion 


honk you. feb thie courtacr, Youd la 


Bros. 


BREAD 


CHIcaco, Itt. 


> orives. 


| CBTABL SHED 1902 


sentlene 


n&tural cos, 


for up slong thie line, I at 


“YES” —Bakers are 


Often we are asked, ‘‘Are bakers buying capital 
goods? The answer is ‘“YES!”’ 1ey are buying 
ovens, moulders, mixers, etc. These are as im- 
portant to bakers as locomotives to railroads, 

How can bakers spend this money when so many 
industries have forgotten how to write checks? 
Bakers manufacture food necessities, something all 
of us need all the time. True, their business is not 
as good as in ’29. But, they are wearing out equip- 
ment and are replacing it. 


The letters above show bakers are buying and turn 
to BAKERS’ HELPER for buying information. 


@ 


JOHN J. WALLACE 


d. 


BAKED GOOOS Oy BUTTER MAID BREAD . 


PLAINS. WEST VIRGINIA 


te sre in the market for @ five (£) + 
boller, @utomatic control, thet 
Thie te to be ured 


Ye would like for vou 
handle this kind of equipment, @no have ther to sena their 


cetalogues, cute, quotstions, or any other natertal that 
they may heve on dellers, cirect to ue. 
Thanking you for enything you wey oe eble ts do 


Youre very tru'~, ! Jw. dW y 
da” canteen a Oita i 


BAKERS 


% MAGAZINE # BAKERY PRACTICE #7 MANAGEMENT 


WHOLESALE ANO SETA 


ree power 
cOn ve bent oy gas fuel; 
for Bake Shoo purposes, 


*o write to cone firre eho 


buying Capital Good 


Capital goods sales may be 3% below normal as a 
whole, but not among bakers. 


Talk to bakers through BAKERS’ HELPER, which 
has served them well for almost half a century. 


Census figures show that 7,775 bakers do 90.6% 
of the business. The non-premium circulation of 
BAKERS’ HELPER parallels these figures. 


pone for baking sate Pace a dag 
sampie pages from e akin justry ue Book, 
and recent BAKERS’ HELPER. 


HELPER qj 


9 


The Magazine of Bakery Practice & Management 


330 S. Wells St. 


Chicago, Tl. 


gt an eA aes tone ae Aa ee Ne Bs Ea Oh: 5d - ns eee | Se ae se a We peees Gti... 3 m, ve ose Pome cs Soo gar See oe 30 sae 2 ba ee, ee " peat oy a ee eS i ee Saeed Le oo er Ns ea Re ee ee eae Ee i eae ae oT See, 9 n Gh yy —~ RA. 
and, © 2 i 3 ee “as 
x, v 
Ay > ee 
ee = ; | 
——" See &..mMLC CSS SSS:—SC‘ée ~- ae pn a A — . 
ee | a 
— — . SSL . | Br 
- i . = 
Ale | 
A'MIES 
>? ; as : 
GAUG 
' . eoee wong” ; ait: 
ro * rad 
5 tell > #3 
' : ue : mee | eae, We #2 
a +) ae { a SF a d . 
AMIEs 7 ° . ~~ #1 i l AM aa r =| | e ' 
: . Be. ::  & = % } LP Rag Rs i | 
| a s | - ‘ | 
re : | 
i CAUCE re a Al AUGE ne GA f ; 
; GAUGE ~« sc amescol PoE UGE | 
| | eae s TARAS | ———— | 
“8 " he ae car ok 2 35 
il | ee | tar z 
# | q > 
¥ ] 
| & : RE 2 
fT te ©: 
Ae RUMEN DCR eatin CSR RM ES _ : 
* 
Be Se 
P| or ae 
ee hy “ 
# * 
4 
f ‘ = 
dee 
a 
; : “a 
i 
} Pobo ses ae 
: a 
uy 
5 
4 a3 
i eee 
en a 
Sa * 4 
a ae ss ia j 
'; A . 
: , bs 
7 ip ee 
+ Bs nla ‘ 
} OS De Sadlaetaea 
ara i f 
——______.. ng Cre 
| at 
NE tacos a 
Bese Pere 
; ee se 
a 
al . 
fi, . 
1 ones ay 
cy pe pees “a 
by at ile 
on Peclae. 
‘ Bi 
- P Pi 
| . sig) 
0o—<—<—=—=<=———_—_— er ee eeeees—~—S aa 
Je | italia 
| iis ari arm on: ee eee = Be ae “ 
tor a ee 
old VI ‘ Z z 
cil tc) es \ . LYee 
are | re Se en ” . ‘ip ae * 
¢ ? Qik “tf : oi 
and ies’ | Pe 
} 2 ee 
acl ———————— 
nme Sepl. oi, 19% 
decers' Eelper, Ake 
and 20. Felt. a * oes r: 
pros | icago, Ill. a 
‘poi 
Ed 
. PO | 2 
ee Po re 3 ; 
| ee. oe 
| oer ™ 
‘nee 
| P| a pee 
eee sy 
ee Fe. ur 
i ad 
| Pe : 
| oa % 
Sa 
: = | es 
| he 
Septender 17, 19°74 ae 
Sart e' Ff elcer, 9 
Chivego, B11, ny ae 
a he pores 
Cee 
woh ‘ Po ig eae ‘ 
; S. aa 
pO : ers 
| j Fr Eee a 
Fe : fier Bed 
* P aa « ae, Rae 
ic*- ms eT ee 
“SS a SR . Ss ay rn 
y ‘ is Aes awe 
teplnioian a al a oe 
" vee * > ages 
; = a oF” é 
PF SSCS@Sd iy p “ues a Rc 
; te et at ’ zy ie 
, be stapes #5) 
—— UNDER ALL CONDITIONS ge 
, * <8 iy > we a! nL Ee 
| aah tie evens. Aides nae igs 
ae 
ay: a 
Rasiectar? 
: i eg 
. pues 4 
iF pe 
4 4 =e 
ee tas 
2 gee 
ge 
os 
FS FS ; “a ta 
~- ea x me 
fe ; et eh: 
i OR ne Pople thanks Ali aes) nee as pee ee Ce a OE)! ay er SO Deitel ew (ia bi eit a al met ORES Oy els al a eRe to, eM SEs oe a> Sgt tat ee eee Be... f peat aah pay le ‘yo ae ‘ a Pom. het Sag se 
ee 7d, OP ge ae OO UE ge SREB cen. aN ARNO oh Ce omega ame: iB pam ie Ss co ie oes 2 os oat PLN, 5 Rea, i ee ea DOO ae mere ee ret ies 
eR. pecans ene oss ys Ree I atenaa Cader onan Aa Sra Beer: a ee Oh, ace, | ih Be nt Os ag en oe ee Pt tA tet Pe ye een, SIC Minder, NC eRe yl” Mera 
ig eS eo 1 3 ee en cctacaai ab GeO nk Lies is ni «ams Ba Wadi nf Sete DOS OO Ratee SN Dey MO ae et es son us ae ee. ah amet e ks Baie es 0 [ ie a ee ee BO tht nal a aI ca ES aN yea arg se NT Te Bip a Sees 
of! ge Aor: ee Cae ra ea S ae Ese te eer < ares Rien setae hon, tus “at, . BR a) a ee PU eS Sarees Be terrace ee gat ss Pa ei SPC RS, Vet ich a eee ie leg ‘- a cia ces, Ce 5 ae bay Si age: Vier a ores ed Seen Haber rae sed pad ES 23 ae oe 
ner a eae Roe aa ch ESE Suenos os ae eae! Ladle Ue age Sen aie ek ema ek peat rite SENS ints is A Se sane ype 2 2 ge eg A Pine Speer ele Oe aS ae ate See Sa soe ae ae Ee So oe SS, Mer ereT Men he RGR Eso ana 7. “ oe 
+ Dt Se etd, de Ra, EF Ae ig ne f ° =| % < re ee Pee tae a ae, ae ~ bt 2a 2 ‘ ae Se . ic lee am) 's ae ee a” ich ii i A rings é m , ie Beg b 5 Wea? ria. cates RE d 


oe ey 


¢ 


~, 
¢. 
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sense ft 


SEPTEMBER ADVERTISING VOLUME FOR INDUSTRIAL, 
TRADE AND CLASS PAPERS 


/ Publications unless otherwise indicated are monthlies., 
fei ; 


. Pages | Pages 
* 1934 1933 1934 1933 
Industrial Group | Pit and eS ) eee re ee 29 24 
x ~@ over American Architect ...... 24° 33| Power .......++- teens a++- 108 93 
* Power Plant Engineering. 54 5 


lrucwin | 


American Builder and wel ; 0 
a ut Bullding Ae ..6sseees: 3 22] Printing .......+-++++++:: 1007 9 
ae American Machinist (bi-w) 129 106 | Railway Age (WwW) ......-- pt 127 
Architectural Forum .... 48 53 Rock Products .......+55- =e 28 
Architectural Record ..... 36 31 a Power Journal. . ‘an O§ 
Automotive Industries (w). 80 51] Steel (Cw) ...-----e- cose 6: 103 
Bakers’ Helper (bi-w).... 144 130 Lg bein ek hese says = 30 
* ° Brewers Journal ....... — 136 | The ood-Worker .....-- « 22 ] 
(The Most Promising in all Industry ) Risk sad Clay Rocosd ae ae Vo 
SCD Sab eepan beac aaa 13 8 OTAL cece r renee receveet died = 4 — 
Bus Transportation ree 76 40 Trade Group 
THE MOST IMPORTANT BRANCH of the food industry is canned foods. Look at Pes eeRgeg TOE ge sa, Pe ee = a CF 
. emice an Met: gi- d 2 é Re 3 99 
any grocery store! One of the few industries that has made profits every year of the ai Malinaing ...;... 198 7s| American Exporter ...... 143 8] 
depression is the Can Making Industry. They supply the commercial canned foods Confectioners Journal ... 34 35 Automobile Frade Journal 61 57 
: 4 ‘ ‘onstructio Me ~ aes 7 26 300 € Shoe Recorder 
packers: A coterie of good business men, scattered over the entire country and Canada, ee eee eet ae Sg ene eer ~~ | N| 
with a yearly output of close to 7 billions of cans, all of which calls for repeat orders iain Meamilee cn a9 23| Building Supply News and __ 
every year. You have here huge orders for everything from salt to special freight cars moetvion! South -. arte a a " Home Agetiances +. --; 16 10 
sis : , tlectrica orld (bi-w).. 158 3 ommercle ar. al. 9 “0 
or huge auto trucks; seeds, fertilizer, farm machinery, tractors and auto trucks; modern ae een Mig + fol et Scucani Maia... 2 re 
factory buildings, equipped with automatic machinery of every description—cans, cases Creer 167138] Farm , Implement News |. ‘ 
: : P . : “actory Management ane Ceere 3 ate etd ie biok een ‘ 
(wooden and fibre), salt, sugar, spices, labels, paste, scales; full equipment for modern aa. ee 71 | Hardware Age (bi-w).. 11! 264 232 
up-to-date offices and all accessories, automobiles and trucks by the thousands—a con- Sioa “age toy ala aa 4 41 | Jewelers Circular ........ s 70 
, j 7 es Heating, Piping and Air ere or ee ba eeeees ‘ 68 ‘ 
stantly repeating series of orders that are always ‘‘good. Conditioning .......... 11 21| Southern Automotive Jour- 5: ty | 
The canned foods industry is today out of its doldrums, in better position than ever, Heating and Ventilating am BAL oss annneesnsserees as s 
: : : . pS ECE PULTL riers 26 So er i ATO «ceess «! 
ready to make the enlargements and improvements waited for during the past five years. “a Sn tae tas wae sia bs 
j j achine Eee 2 : | ae ee ee 147 96] 
The leading canners are also the leading users of glass for food products, so you reach one-page 63 ah ah ne a7 Sse! 
both when you approach them as canners. Marine Mantscertine and ee " Nev 
Shipping Age .......... 34 29| Hotel Management ...... 39 " 
Mill and Factory ........ 75 73 | National Underwriter (w) 138 123 @the 
THE FIELD The most authentic list (the National Canners Association Directory) for — —— eerrtire 4 hi Oral Hygiene kage enters _ % pete 
. . . F . Moder og a ee ee i 29 1 Traffic P Whiiacanen H 91 
1933 shows a total of 2365 commercial canning companies of every kind, with 1024 agg arnt aa ee eae Prone — a - 
. . . . . . . 2 . S + ere ‘ 0 
branches. There are 319 meat and fish, or specialized industries, leaving 2046 fruit and ae Se awiiek 2. 103 S01 Wieiee re ca pase 355 B48 ve 
vegetable or regular canners. Every canner is a possible source of business, but natu- National Provisioner (w). 124 124 OI any, 
be c oe > é > ‘ ~ ; , ik ee ” bed tesumec , ss - eee us 
rally some are better than others. For instance, in some localities and states there are a Paner Trade Journal (w). 164 81|  #Includes special insert. | pee 
large number of small concerns producing from 500 to 3,000 cases each. These are Pencil Points ............ 28 23] §August and September combined HJ 
mainly financed by other canners, or by companies known as ‘'Factors,’’ who buy all ; acnid 


supplies, etc., and market the packs for them. So far as selling this class, they are 


reached” through their backers or principals. Industrial Press | Business Papers —e 


framir 


Consequently, our claim that we cover the whole industry is substantially correct, even Will Be Used to | Continue Gains sn 
| 


though most of these small canners may not actually be paid subscribers. Their principals 


, . . > 2 ness. 
are regular weekly, confident readers and long users of THE CANNING TRADE. Liquidate Plant In Advertising Mr 
The field might be roughly or approximately separated into the following classes: aalenel | daaepeces ing re 
; ee ' answel 
A—The very large, Nationally known concerns, having most of the ; Chicago, Oct. 4.—Industrial papers, |, Chicago, Oct. 4——Business papers Hi go), 
branches, producing up to 1,000,000 cases or more...... 50 perhaps for the first time on such a|f0r September continued the gains @ i. 
are . Rete” inde it thee a aie they have been making in advertis- Bes 
B—The substantially capitalized, long experienced, highly rated, arge scale, wi Be = me yer ing volume throughout the yest, — 
r ucin O se re.... a 200 part in a gigantic liquidation of an : a ame ay reves today. 

prod @ up to 300,000 cases or mo industrial plant, the largest, at least, taser cing oe Reyes ee and ad 
C—tThe great middle class, fine old firms with regular customers since the war-time period. The plant _—- vo ee A Propric 

t rn enc . : ee ape : group carried 19.2 per cent more dis- 

for their packs of from 50,000 to 100,000 cases....... 500 is that of the Grigsby-Grunow Com-| >)..° copy this September than in gp sethe 
D—TI { tabl ll, individual S 500 pany, Inc., maker of Majestic radios, the same month in 1933, a slightly fue 

Pe ey See CGE eNy Seen Cem OCUNaNE SrOESEOO ED « : soeae SY radio tubes and refrigerators and the} oo Ps yee My BAST Bi vould 

E— All the bal ostly all those small ones referred to above.. 1,000 agency appointed to advertise the smaller gain than registered tor Sis 

€ Dalance, mostly a ose a ; 21erre 2 aDOV ‘dete 4 as ve gust. The increase for the first three Hi - 

property is Russell T. Gray, Inc. censors 


Practically every one of those included in ‘'A,"’ *'B,’’ ‘‘C’’ and most of ''D’’ are regular tang i nt quarters of the year likewise slumped 
: . : wo Advertising for the liquidation sale}¢t9 95.3 per cent with 28,004 pages ganizat 
paid subscribers and confident readers of THE CANNING TRADE. Some of "'E” are sith Sadia: te Cataleay Gia ob We teste ee 28,004 page 
also, and all canners not regularly on our list are sent sample copies at periods averaging against 


' 22,345 pages for the 1933 b>. by 
: cet ‘ais dustrial and trade papers, the initia eriad. This no doubt reflects th M.M.. 
about once a month. Many, if not most of "‘E’’ class read each week's issue at their —— oe 


: : ; copy being pages in two colors to be upward swing that started in late night | 
broker's office, or elsewhere, and tell us so. A post card test among all our subscribers followed by half-pages. The text of | summer last year. he sugs 
showed an average of five readers to the copy. the first advertisement makes a gen-| The 13 trade papers reporting did gg “ish 


eral announcement and briefly de-| better for September than for Aug m 


. ; . . scribes the equi ent, inventory, real | gus aini = . the Ma Cles, fa 

THE CANNING TRADE has served this one defined industry for more than 56 years, ani pet pages all a peda ‘ pety pari “ Menge ig sdvertis 
7 P ‘ : , é Sle ’ ’ + o b Joo 3 or rs e kh 
and any one in the business will ot ~~ we are stronger (in reader interest) than to be sold under the direction of|months they went up 23.6 per cent(M™s af 
ever before. The journal is regarded as an Institution in the industry. Frank M. McKey, trustee in bank-| with 8,405 pages to date this yearig ie of 
We have no better endorsement of our service than this; we have no prepared ruptey for the company, who has|compared to 6,800 pages througi 

““ainoulation list,’ so don't ask for it. Where the larger and better canners are, there you handled most of similar liquidations | September, 1933. 
will find THE CANNING TRADE—from the Atlantic to the Pacific, including Canada Se ee ee ae ee ee ee eee 
regularly read by the managing heads—like a personal letter between the Editor and ee ee ee ee eee POTD See: SOS Gar ee Sey ee oe 


Prominent in the first copy, and to|tember, 1934, issues and held its sii}. Gar, 
be featured in subsequent releases, | per cent increase for the period tMthe aqy 
is an illustration of a 200-page cat-|date with 3,276 pages against 3,0 Ming of 
alog the agency prepared listing more | Pages for the three quarters of 1933. 
RATES— Same as for years past read the card: than 16,000 pieces of property to be --~— 


his big family of readers. A 3,000,000 ‘‘circulation’’ could not reach more readers in 
this industry, and not as many attentive ones, 


aid was 
Qu 


5, Cor 
sold. The equipment is listed ac- . ) 

DISPLAY ADVERTISING—PER INSERTION MECHANICAL REQUIREMENTS cording to its generic classification,| Ammounces Bleed Rate “sai 

l ti. IS: 20: o2 ti. Width Depth Width Depth manufacturers’ names and _ serial Announcement has been made thi Mi Clear 

1 page $50.00 $40.00 $30.00 $25.00 | page 7! 934 | numbers, and again as part of com-| 15 per cent extra will be charged f0t tuning 

2 page Pees ety py res “3 poy 74 4° 314 974 plete departments, to make it easy bleed pages in Constructor. wpport 
poe 4395 198 78) Gah page TPH 32 ATT Htora prone to nd une epee ta | — er 
1 inch 500 4.00 4.00 3.00 em 4 7 3% j chine or equipment he may be inter- lerests ¢ 


ested in, if such is available in the 
Rate holders not accepted. Page is 2 columns, each column 3'% inches wide. re 


the j bt 
rab ae T ’ Job 
Half-tones, 120 screen. Composition—no charge. SEERCRTNS Serene Se Seer See B Wh h Feders 
Net, no agency commissions or other discounts. 3 “a ere ey 


All cuts must be mounted and proper ised; : — % his 
bageae Sg Be seen ®t. tly mortised; Designed to Get Inquiries his 
extra charge if cuts made or altered by publisher. Yorse ey 


Cuts for double page must be split in center. The advertising is designed wholly See You | ‘ot cha 

: . : to secure i iries for > catalog ’ulati 
TIME TO ADVERTISE-—- With the close of the active canning season, about November eee Petes peel seal gr Your message in HEATING AND |itally a 
Ist, all turn their thoughts to improvements, replacements, new supplies, etc., and orders TE ON ae prs nas Senne VENTILATING gets the attention [iitands yg 
begin to be placed. One of these good early orders could easily repay the entire expense : 


: . P P — i $j en- Hy 
coverage as possible of the industries of the leaders—the influential me Uld be 
of a year's campaign. gineers, contractors and manufac: ' 


> 


: most Beely to be interested in the luees whe slese 1006 hace O60 they a 

If you have anything to sell to the Canned Foods Industry, you will find property for sale. | cepted this publication as the av- ™,. . 
THE CANNING TRADE the direct road to it, and a campaign most pleasing in its ome SUGNONE PADETS MBRINE UP TRO iE Melly h the Tee. a. 

schedule include Automotive Indus- "Isto! 


profitableness. They'll see you in HEATING AND 


tries, Commerce, Electrical Manufac- VENTILATING—and they'll respond! (Cont, 
turing, Electric Refrigeration News, | Plan now to put across your mes 


Executive Purchasor, Factory Man- sage in this most influential of all 
agement & Maintenance, Industrial | papers in the fastest growing in ! Di 
HE ( ANNI NG RADE Power, Iron Age, Machinery. Manu- | dustry. ire 
facturers’ Record, Radio Retailing Full details and rates : 


and The Wood-Worker. 
The Journal of the Canned Foods Industry Competent salesmen will be in at- 


x tendance at the plant to show the| Heali and 
107 S. Frederick St. equipment to prospective buyers or | 


their agents. Negotiations with dis- | ‘ 

tant buyers will be carried = on) en | 

BALTI MORE, MD. through the mail. 
A few local newspaper advertise: | 140-148 Lafayette St. New York 
ments will be used in the campaign. 


on request. 
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